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Abstract 
 
Purpose 
 
In the past fourteen years, mergers and takeovers have represented a major dimension of 
corporate identity changes in South African institutions of higher learning. This treatise 
firstly describes and then explores if students identify themselves with the NMMU corporate 
identity. Thereafter, it firstly explores and then describes the corporate identity awareness 
level of NMMU students. 
 
Design 
 
An exploratory-descriptive research design was used. The researcher used two types of data. 
One was secondary data and the other one was primary data. The former were collected by 
means of an extensive review of the related literature. The latter were obtained by means of 
surveys.  In addition this treatise has referred to The Nelson Mandela Metropolitan University 
Brand Strategy (2007) document that was prepared by the brand manager, Karen Coetzee. 
 
Findings  
 
The level of brand awareness among students is considered to be low. There is a need to 
improve the corporate identity awareness level of these strategic stakeholders for the future 
success of the university.  
 
Limitations 
 
This treatise has concentrated on the parent brand (NMMU). Furthermore, the sampling has 
been limited to students studying at NMMU (Port Elizabeth campuses). 
 
Significance 
 
It is important to explore the corporate brand awareness level of the students. It is also 
essential to discover if students identify themselves with the new NMMU brand. 
 
xii 
 
Keywords 
  
Corporate identity, corporate image, corporate awareness, corporate communication, Nelson 
Mandela Metropolitan University, corporate culture  
 
Paper type: A case study 
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Chapter one 
 
1.1 Introduction and background to the study 
 
For the past fourteen years, South Africa has been revamping its higher learning education 
system as part of a broader national reform movement aimed at overcoming the inequities 
and divisions caused by the now obsolete apartheid regime. The higher education sector has 
been transformed through a series of mergers and incorporations aimed at collapsing 36 
universities and technikons into 22 institutions (Sedgwick, R. 2004). 
 
The mergers of different institutions have taken place from Gauteng province to the Western 
and Eastern provinces, to name just a few.  
 
Some have argued that the merger between the universities and technikons could have 
weakened the university's academic programmes by bringing in less-qualified students and 
academics, even though this would give the university the ability to offer certificates as well 
as degrees (Rossouw, H. 2004). 
 
Because of this, the concern about the new corporate identity that will accommodate the 
merging institutions has become an issue of strategic importance. In consequence of these 
mergers, higher learning institutions in South Africa have been forced to adjust their 
strategies considerably in order to better compete in attracting high quality students and 
intellectuals at both national and international levels.  
 
In the Eastern Cape Province, for example, the Nelson Mandela Metropolitan University 
(NMMU) was conceptualized by the executive managements of three institutions (Vista, the 
Port Elizabeth Technikon and the University of Port Elizabeth). This came about as one of 
the two phases of incorporation and the subsequent merger. 
 
On 1 January 2004, the Port Elizabeth campus of Vista University (Vista P.E) was 
incorporated into the University of Port Elizabeth (U.P.E). Shortly thereafter, on 1 January 
2005 the University of Port Elizabeth merged with the Port Elizabeth Technikon (Ogude, N. 
2004).  
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These merged institutions had their own cultures and identities that had been in existence for 
a long time. For various reasons, the stakeholders might still prefer to identify themselves 
with their previous institutions. For instance, there are some students at the NMMU who 
prefer to identify themselves with their old institutions (Technikon for North campus 
students, U.P.E for South campus students, College for Second Avenue campus students and 
Vista for Missionvale campus Students). 
 
The question needs to be asked whether this so-called resistance to change has to do with the 
new projected corporate identity of the fully merged institution or the low corporate identity 
awareness level that exists amongst the students.     
 
On other hand, when an institution expands its operations (whether through incorporation, a 
merger or acquisition) there is a danger that its geographically disperse units will project 
dissimilar or contrary images to the detriment of the new corporate identity (Van Riel et al. 
2008).  
 
Generally, the identity of the new institution matters because it creates identification. The 
stakeholders (in this case, the current students) who identify strongly with the institution are 
more likely to show a positive attitude towards the institution and make decisions that are 
consistent with its objectives (Van Riel et al. 2008). 
 
Therefore, identification produces strategic alignment and a unity of purpose between these 
stakeholders and the institution. 
 
These authors acknowledge that identification is influenced by both internal and external 
management communication. Both communications enhance identification when the 
institution is able to secure a favourable image from its strategic stakeholders.  
 
In addition, the dominant culture of the NMMU expresses the core values that are supposed 
to be shared by the majority of the university’s strategic stakeholders. These core values give 
the organisation its distinct personality.  Sub-identities that tend to occur in large institutions 
may reflect a common problem. A strong culture is characterized by the university’s core 
values being intensely held, and clearly and widely shared. 
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The stronger the culture, the clearer it is to students what the organization stands for.  This 
makes it easier for them to identify with the corporate identity, and increases students’ loyalty 
to the institution.  
 
According to the NMMU brand strategy document (2007), the NMMU brand identity can be 
described as a visual as well as a verbal expression of what the university stands for, what 
sets it apart and what it aims to achieve. In order for any corporate identity to be successful, 
brand awareness (that includes brand recognition and brand recall) among its strategic 
stakeholders is highly important.  
 
By using the model of how corporate identity works, this study aims to explore and describe 
the identification and awareness level of students towards the new NMMU brand. In addition, 
it aims to describe the corporate identity awareness level of these stakeholders. 
 
 
 
 
1.2 Statement of the problem 
 
Since the end of the apartheid era, South African higher education has experienced a period 
of turbulent changes. In 2004, the University of Port Elizabeth was enlarged, through 
incorporation with the University of Vista. One year later (2005), the same university merged 
with the Port Elizabeth Technikon. As a result the Nelson Mandela Metropolitan University 
emerged.  
 
Some students from North, South, Second Avenue and Missionvale campuses still identify 
themselves with their old institutions (the Port Elizabeth Technikon for North campus 
students, the University of Port Elizabeth for South campus students, Vista for Missionvale 
students and College for Second Avenue students). This study does not simply aim to identify 
and describe if students identify themselves with the NMMU corporate identity, but it also 
aims to explore the brand (NMMU) awareness level of the various students. 
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1.3  Objectives 
 
1.3.1 To explore and describe the corporate brand (NMMU) awareness level of the 
students. 
 
1.3.2 To explore and describe if students identify themselves with the NMMU corporate 
identity. 
 
1.3.3 To describe students’ perceptions of the NMMU corporate identity. 
 
1.3.4 To explore and describe the challenge(s) of communicating the NMMU corporate 
identity to students.  
         
 
 
1.4 Research questions 
 
1.4.1 To what extent are students aware of the NMMU corporate identity? 
  
1.4.2 Are students identifying themselves with the NMMU corporate brand? 
 
1.4.3 What are students’ perceptions of the NMMU corporate identity?    
 
1.4.4 Is there any challenge(s) of communicating the NMMU corporate identity to students? 
 
 
 
1.5 The significance of the study 
 
The Nelson Mandela Metropolitan University came into being after the incorporation of the 
University of Vista and, later on, the Port Elizabeth Technikon. In this circumstance, the 
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larger the institution becomes, the greater the chances are that multiple identities will surface 
that decrease any identification with the corporate identity (Van Riel et al., 2005). 
 
In addition, since the previous institutions (Vista, Port Elizabeth Technikon and University of 
Port Elizabeth) had their own cultures, the issue of communication in a merged environment 
becomes more complex.  
 
The significance of this study is twofold: Firstly, It is important to explore the corporate 
brand awareness level of the students. Secondly, it is also essential to explore if students 
identify themselves with the NMMU brand. 
 
 
 
1.6 Delimitation of the study 
 
The Nelson Mandela Metropolitan University has many stakeholders (internal and external). 
Due to the nature of the study, the main focus was on students (who are amongst the strategic 
stakeholders). The sample was taken from the Port Elizabeth campuses (North, South, 
Second Avenue, Bird Street and Missionvale). Focusing on all the campuses and stakeholders 
would have been expensive and time consuming. 
 
Moreover, within the Nelson Mandela Metropolitan University (NMMU) there are many sub- 
brands. However, the focus of this study was on the NMMU parent brand. 
 
 
1.7 The theoretical framework 
 
In connection with the objectives, the model on how corporate identity works, developed by 
Alessandri S.W 2001 will be used to describe the corporate identity awareness levels of 
NMMU students.  
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Figure 1.1 
 
 
Source: Alessandri S. W 2001 
 
The writer’s model adopts multi-disciplinary approaches in explaining how corporate identity 
works. It encompasses psychological, marketing, advertising and public relations paradigms. 
Alessandri 2001 wrote that the model represents different schools of thought on corporate 
identity that aim at providing a plausible theoretical explanation on how corporate identity 
works. 
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In the process of managing corporate identity, the important variables are corporate identity, 
corporate communication, corporate image and corporate reputation. Alessandri (2001:177) 
describes that in general the corporate name, logo and slogan are referred to as an 
organisation’s corporate identity. The continuous exposure of this corporate identity via all 
forms of communication helps the strategic stakeholders to learn more about the institution. 
 
If this exposure continues for a long period of time, it is believed that it may negatively or 
positively affect the public’s perceptions of the institution.    
 
This model represents the corporate identity as a bottom-up process. The mission of a given 
organisation affects the identity, while identity affects the image. As a result, the 
organisation’s image builds its reputation. The bottom half of the model, that includes the 
mission and the identity, is within the control of the organisation. The top half of the model 
includes all those elements that are within the control, in the form of their perceptions, of the 
stakeholders (Alessandri, 2001:177).  
The writer continued to argue that in order for a corporate identity to move from the 
institution’s control to the domain of the consumer, the exposure of the corporate identity 
must occur (brand awareness). This becomes possible only through interpersonal 
communication and through formal mass communication channels, such as advertising and 
public relations. 
This is how the majority of the stakeholders would form their perceptions of an institution. 
The writer acknowledges that how the public forms its perceptions is the key to explaining 
why an organization’s corporate identity has the power to produce positive or negative 
results, and why the corporate identity is truly within the control of the firm. Alessandri’s 
(2001) framework offers two theoretical explanations that assume that the learning of 
perceptions works in two different stages. 
Firstly, at a low-involvement level, and secondly, after an image has been formed through 
classical conditioning. 
The theory of low involvement is most useful for explaining how stakeholders may actually 
come to recognize the corporate identity of an organization. In her description, the writer 
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cited Krugman (1965) who developed the theory of low involvement. The writer describes 
how a behavioural trigger may activate awareness generated through a repetition of messages 
that might result in attitude change. 
 
Alessandri (2001) further cited Krugman (1965), who explained that the repetition of a 
message will bring two results; Firstly, repetition will move some information from short- 
term to long-term memory and secondly, it will bring about a change in brand perception. 
Projecting a consistent corporate identity is integral to forming a positive corporate image 
through classical conditioning (Alessandri, 2001:179). Classical conditioning is the second 
theoretical explanation of how corporate identity works.  
The theory of classical conditioning asserts that systematically pairing of a conditioned stimulus with 
an unconditioned stimulus over time will produce a particular emotion or attitude and the conditioned 
response. In the case of corporate identity, the conditioned stimulus would be the presentation of the 
corporate identity. The unconditioned stimulus would be the association, either positive or negative, 
paired with the corporate identity. A positive association could be an aesthetically pleasing visual 
presentation of the firm’s logo, for example, or a positive interpersonal experience with an employee of 
the organization. After repeated pairings of the stimuli, the result, the conditioned response, would be a 
favourable attitude toward the organization when viewing its logo or upon hearing the name of the 
organization (Alessandri, 2001:179). 
The writer concluded that consistency, as well as repetition, is crucial for an organization that 
is trying to gain a favourable corporate image, and as a result a positive reputation in the 
minds of the stakeholders.  
1.8 Conclusion 
Chapter one dealt with the introduction and background to the study. Furthermore, the main 
problem was defined, and the main objectives of the research were listed. On top of that, the 
limitations of the study were also highlighted.  
Given the main focus of the treatise, research questions were developed and presented in this 
chapter.  In addition, this chapter has highlighted the significance of the study, and concluded 
with an explanation of the theoretical framework.  
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Chapter Two 
Literature review 
2.1 Introduction  
The literature search required the study of various books in order to acquire the needed 
information. In addition, computer search engines like Yahoo and Google were used to obtain 
journals and articles regarding the study inquiry.  
 
The main aim of this section was to enable the researcher to understand the current state of 
knowledge about the corporate identities. 
 
Rubin 2005 highlighted two basic types of literature review, namely: exemplary and 
exhaustive. For the purpose of this study, the researcher used an exhaustive literature review. 
The researcher attempted to find information regarding the corporate identity through 
scholarly journals, articles and books. In an exhaustive literature review, the researcher’s goal 
is to summarize conclusions, review methodological issues and to evaluate the current status 
of research on the topic (Rubin, R.B. 2005:244). 
 
 
2.2 Corporate brands / identities 
There is a growing body of literature regarding Corporate Communication with an emphasis 
on corporate identity, perception and reputation. Different scholars (like Balmer 1999, 
Edmund 1998, Wescott 2001, Van Riel 2007 to name just a few) have extensively written on 
corporate identity, image and reputation. Some have come up with different theoretical 
approaches to further explain the concept of corporate identity and the way it works 
(Alessandri 2001). 
 
Other writers like Tony and Simmons 2003 went an extra mile and explicated further the two 
concepts (corporate brand and corporate identity), which in most cases are used 
synonymously. They explained that in the 1980s the term brand migrated from soap powders 
and came to mean anything on the planet that can sustain an attraction or have an influence 
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on people. Celebrities, clothes, organisations and cars, to name just a few, all became 
household brands. 
 
 Later on, brand came to mean more or less what had been described as the corporate identity: 
The total experience offered by an institution to its stakeholders and the distinctive mixture of 
intangibles promises and tangible attributes and benefits (Tony, A. et al. 2003:113).       
 
Alessandria (2001) in her scholarly article, Modelling corporate identity: a concept 
explication and theoretical explanation, categorized two definitions of corporate identity. The 
first one is conceptual and the second one is operational. These definitions, the writer wrote, 
are meant to provide corporate managers with a broad view of the concept in order to 
facilitate strategic planning while offering scholarly researchers and corporate identity 
consultants a benchmark as a way to empirically test issues of corporate identity. 
The writer described the conceptual definition of corporate identity, as a firm’s strategically 
planned and purposeful presentation of itself in order to gain a positive corporate image in the 
minds of the public. A corporate identity is established in order to gain a favourable corporate 
reputation over time. 
The operational definition of corporate identity is all of the observable and measurable 
elements of a firm’s identity manifest in its comprehensive visual presentation of itself, 
including (but not limited to) its name, logo, tagline, colour palette and architecture. 
Corporate identity also includes the firm’s public behaviour, including (but not limited to) its 
reception of employees, customers, shareholders and suppliers (Alessandri 2001:176). 
 
Balmer (1999) highlighted the fact that some scholars describe corporate identity as being 
synonymous with a symbol - with or without a name - and sometimes with catchy taglines 
which summarize the purpose of a product, service offered or attitude of the company. For 
example, McDonald’s “A people company serving hamburgers,” Nokia’s “Connecting 
people,” Nike’s “Just do it” and NMMU’s “For tomorrow.” 
 
Downing (1994) describes corporate identity as referring to the symbols an organisation uses 
to identify itself to the people. 
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“Corporate identity is the firms visual statement to the world of who and what the company is – of how the 
company view itself- and therefore has a great deal to do with how the world views the company (Selame & 
Selame 1975).” 
 
“Corporate identity means the sum of all the ways a company chooses to identify itself to all its public 
(Margulies, 1977).” 
 
“Corporate identity is the tangible manifestation of the personality of a company. It is the identity which reflects 
the projects, the real personality of the company (Olins, 1978).” 
Source: Van Riel, 2007:66 
 
There are other definitions that describe the products or the services of a company. However, 
one can see that all the explanations above describe the various attitudes of different 
institutions. The researcher decided to concentrate particularly on this aspect because it is in 
line with the research inquiry.   
 
Organisation uniqueness is derived from its personality. Van Riel (2007) argues that 
corporate personality refers to the mix of attributes present within an organisation. In order 
for these attributes to be accepted by both internal and external stakeholders, an organisation 
should have in place an identity mix that is appropriate to its target audience (Van Riel, 
2007:67).   
 
The author continues to explain that self-expression of the company can be classified in any 
of the three forms. Firstly, communication: Organisations reveal their identities through 
verbal messaging. Secondly, organisations might reveal their identities through initiatives 
they support and behaviours they endorse. Lastly, organisations reveal their identities through 
visual like logos and taglines. Logos and symbols may help stir up not only an emotional 
response, but they can also make the task of formal corporate communication easier (Van 
Riel, 1995:72). 
 
2.3 Brand awareness  
Keller (2008:55) describes brand awareness as consisting of brand recognition and brand 
recall performance. Brand awareness means increasing familiarity with the brand (in this case 
the NMMU brand) through repeated exposure, and it is more important for brand recognition 
than brand recall. Anything that makes stakeholders experience a brand name, logo, symbol 
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or slogan, including promotions, events marketing, public relations and advertising can 
increase the familiarity and awareness of the brand elements.   
 
The author writes further that brand recognition is the stakeholders’ ability to confirm prior 
exposure to the brand when given the brand cue. Stakeholders should be able to recognize the 
brand as one which they have already been exposed to. 
 
On the other hand, Keller (2008:54) described brand recall as the ability of the stakeholder to 
retrieve the brand from memory when given the product category, the needs fulfilled by the 
category, or a purchase or usage situation as a cue. 
 
The author offered three advantages of brand awareness. Firstly, he mentions learning 
advantage: Brand awareness influences the information and strength of the association that 
make up the brand image. Secondly, consideration advantage: Stakeholders should consider 
the brand whenever they are making decisions or fulfilling needs which the brand might 
satisfy. Raising brand awareness increases the likelihood that the brand will be a member of a 
consideration set.  
 
Choice is the third advantage of brand awareness. Brand awareness can affect choices among 
brands in the consideration set, even if there are essentially no other associations to the 
brands (Keller, 2008:55).     
 
      
2.4 The Nelson Mandela Metropolitan University’s corporate identity 
As noted earlier, the Nelson Mandela Metropolitan University (NMMU) came into being 
after the incorporation of Vista University and the merger of the University of Port Elizabeth 
and Port Elizabeth Technikon. Professor Nthabiseng Ogude in her paper, A case study of 
pipeline students at the merger between a University and a Technikon, and the incorporation 
of Vista campus explained that the formation of NMMU was conceptualized by the councils 
and executive managements of these three institutions (Vista, P.E Technikon and U.P.E) as 
one of the processes with two different stages of the incorporation and the merger. 
 
13 
 
Since these three institutions had their own corporate culture and identity, the new University 
has to develop a strategic plan in order to come up with a new corporate identity. The new 
brand focuses on corporate visual identity, typography, slogan and colour. According to the 
NMMU Brand Strategy (2007), the document which was prepared by the brand manager, 
Karen Coetzee, the NMMU brand development process began in February 2004. 
 
The document highlighted the fact that since there was no approved mission, vision or values 
at the time, the brand strategy and logo were developed based on the draft vision and mission, 
and then refined and integrated with the vision and mission, as the latter were refined.  
 
Furthermore, the document elucidated the fact that the university holds the key to unlocking 
people’s futures. Its corporate communication will always speak of the destination of its 
students. 
  
The current vision, mission values of the University as taken from the NMMU Brand 
Strategy document (2007) are as follows: 
 
Vision 
Our vision as a values-driven university is to be the leader in optimising the potential of our communities 
towards sustainable development in Africa. 
 
 
Mission 
The Nelson Mandela Metropolitan University is an engaged and people-centred university that serves the needs 
of its diverse communities by contributing sustainable development through excellent academic programmes, 
research and service delivery. 
 
Value statement 
Inspired by the leadership qualities of Nelson Mandela in the transformation to democracy in South Africa, we 
are guided by the following eight core values and principles in our transformation towards the NMMU: 
 
1. Transformation of equality and fairness 
2. Respect for diversity 
3. People centredness 
4. Student access 
5. Engagement 
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6. Excellence 
7. Innovation 
8. Integrity 
 
In this millennium, higher education is seen as a service that can be marketed globally. 
Considering other competitors, the document highlights the fact that the NMMU brand 
positioning focuses on the university marketing and communication of the key brand message 
which highlight aspects that concern different stakeholders.  
 
Melewar and Akel in their paper, The role of corporate identity in the higher education 
sector, wrote that in this competitive sector universities have finally realised the role of 
corporate identity as a powerful source of competitive advantages. 
 
 
2.5 Components of corporate identity 
There are some components which reflect the corporate identity. These components have 
been highlighted in the NMMU Brand Strategy (2007) document as follows: 
 
• The corporate name   
Our university is situated in the scenic Nelson Mandela Metropole and in the Southern Cape.  As citizens of the area 
we are the proud custodians of the name of one of the 21st century’s greatest leaders.  Mandela’s legacy is our proud 
heritage.  We aspire to demonstrate the same leadership qualities and vision.  The name Nelson Mandela Metropolitan 
University lends our institution wisdom, integrity and dignity.  Mandela’s example inspires our transformation to an 
equitable, accessible university. We are dedicated to serving the citizens of the Nelson Mandela Metropole, the 
neighbouring areas, the Southern Cape, and in so doing, we serve our country and our continent. 
 
• Logo 
The Nelson Mandela Metropolitan University logo is a visual expression of what a truly African University stands for, 
what sets it apart and what it aims to achieve. It draws on the vision, mission and values of the institution itself. 
The circular nature of the outer element suggests cyclical and continuous change – a key element of a university, 
fostering fresh thinking and innovation. It is also suggestive of technology and science, of a rising sun, a new dawn – a 
birth of a new university. The circle is a symbol of unity, with the triangular elements suggesting diversity, as well as 
engagement and interaction, both amongst ourselves and with our stakeholders in the broader external community. The 
inner element emphasizes that we are a people-centred organization, striving to optimize the potential of all our people. 
It is also suggestive of a supportive learning environment. The globe represents our international linkages as well as 
our connection to our natural resources. 
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• Slogan 
Nelson Mandela Metropolitan University is a university for tomorrow – we nurture innovation, foster creativity, 
embrace technology and develop people to meet the challenges of the world of tomorrow. For tomorrow also 
symbolises our commitment towards sustainable development. 
The NMMU is about unlocking people’s futures, about helping them to reach their full potential and realise their 
dreams and aspirations.  NMMU offers students the means to navigate the maze of life and find their path to success. 
The slogan also enables faculties, departments (sub-brands) to formulate their own slogans which tie in with the ‘for 
tomorrow.’ 
All of these ideas culminate to form a single-minded proposition; a visionary statement that epitomizes the spirit of 
transformation; a proposition that is bold and pioneering and speaks of innovation and lifelong learning. 
 
 
• The Brand 
Essentially, people base their choice of university on more than purely rational reasons such as cost and education 
quality. A number of tangible and intangible factors play a role in the decision-making process, including individual 
perceptions such as: 
1. Personal recognition amongst his or her peer group, 
2. The recognition of the institution amongst peers, 
3. Expectations of future prospects, 
4. Stability and excellence, 
5. Alignment (or fit) of the institution’s perceived values with internal values and 
6. The potential for a good student “experience” (including student life and culture). 
This ideology is at the heart of the NMMU brand. 
 
 
 
Figure 2.1 
 
 
 
 
NMMU parent brand 
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Note: with kind permission of NMMU brand manager 
 
 
Other sub-brands within NMMU 
 
 
 
Figure 2.2 
 
 
 
Figure 2.3 
 
 
 
Figure 2.4 
Note: with kind permission of NMMU brand manager 
 
 
The Nelson Mandela Metropolitan University consists of seven faculties. The decentralized 
structure of the university is reflected through faculty brands used alongside the NMMU 
parent brand. The faculties have developed their own sub-brands that reflect what they are 
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about.  These sub-brands are used as internal differentiators and to direct potential students 
plus other stakeholders to the correct place. 
 
 
Sub-brands of different faculties at the NMMU 
 
 
Note: A slogan is not visible but is creating tomorrow 
Figure 2.5 
 
 
Note: A slogan is not visible but is managing tomorrow 
Figure 2.6 
 
 
Note: A slogan is not visible but is guiding tomorrow 
Figure 2.7 
 
 
Note: A slogan is not visible but is technology for tomorrow 
Figure 2.8 
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Note: A slogan is not visible but is caring for tomorrow 
Figure 2.9 
 
 
Note: A slogan is not visible but is defining tomorrow 
Figure 2.10 
 
 
Note: The slogan is not visible but is discovering tomorrow 
Figure 2.11 
Note: with kind permission of NMMU brand manager 
 
 
 
2.6 The NMMU Brand positioning 
Positioning starts with a product: A piece of merchandise, a service, an institution, or even a 
person. But positioning is not what you do to a product. Positioning is what you do to the 
mind of the prospect (Thompson, A. B. 2003:79). 
 
The author continued to write that if the brand is to be a source of value for an institution 
(like NMMU), its positioning in the market and minds of the stakeholders will be important 
to the actual value created. In order to seek a competitive advantage, the importance of an 
institution’s internal stakeholders with regard to the brand positioning cannot be overstated 
whether an institution owns many brands or just one (Thompson, A. B. 2003:80). 
 
19 
 
Showing up leadership and vision on how the brand will deliver on its promise, meet 
stakeholders’ needs and satisfy their expectations and desires, is highly important ( Cowley, 
D., 1996). According to the NMMU brand strategy document (2007), the NMMU brand 
positioning describes the future vision of the university. It is the target that directs the 
University’s marketing, communications, activities and service delivery. As such, it needs to 
be disseminated and absorbed by all the stakeholders in the institution. 
 
The document continues to highlight the following issues: 
• The brand positioning is the translation of the University’s vision and mission into the customer’s 
terms. In other words, it is the vision of how we’d like the University to be seen by the public, 
especially current and potential customers. 
 
• The NMMU brand positioning focuses the University’s marketing and communications on the key 
brand message, highlighting aspects that are of particular importance to the target markets. 
 
 
• Within the NMMU brand positioning lies the blueprint for all communications with the target market, 
whether through marketing communications (such as advertising, PR and brochures), personal contact 
with staff members, even the way in which the receptionists answer the phone.  
 
 
• The blueprint assists in communicating one message across a variety of University departments, 
service providers, communications methods and media.  
 
 
 
2.7 Identity and identification 
Corporate communication, as defined by Van Riel (2007:25), is the set of activities that are 
involved in managing all the different types of communication (external and internal) that 
aim at creating a favourable starting point with all company stakeholders. On the other hand, 
corporate communication is the management function that establishes and maintains mutually 
the relationships between an organisation and its public (Steyn et al., 2000:3). 
 
Corporate communication comprises three types of communication. They are classified as 
management communication, organisational communication and marketing communication. 
Among the three, the management communication is the most important one (Van Riel, 
2007:14). The author continues to explain that this is the type of communication that takes 
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place between the top management of the organisation and its stakeholders. It is due to the 
fact that top level managers are responsible for communicating the corporate identity, 
mission and vision to the rest of the stakeholders.   
 
Corporate communication is the link between corporate identity, corporate image and 
reputation. Organisations communicate their identities in different ways. From the way they 
answer the telephone to the involvement of their employees in community affairs 
(http://www.referenceforbusiness.com/encyclopedia/Con-Cos/Corporate-Identity.html).  
 
Van Riel (2007) acknowledges that as an institution expands (through a merger, 
incorporation or acquisition) there is a greater chance of sub-identities to occur that decrease 
identification with the corporate identity. This also leads to complexity when it comes to 
communication within the institution. 
 
The author gave an example of a merger between Daimler-Benz and Chrysler. Many 
employees continued to identify with the German or American sides of the merger. The 
company had to take drastic measures to establish a shared identity for the merged company 
(Van Riel, 2007:73). 
 
In the case of NMMU, some students still find it difficult to identify themselves with the 
parent brand. They tend to identify themselves more strongly with their old institutions.  
 
When the institutions merged their operations (like NMMU) they were forced to contend 
with the needs of a merged identity (Van Riel, 2007:115).  It becomes difficult for some 
people to identify themselves with the parent brand because their previous institutions had 
their own corporate communication strategies and corporate cultures, to name just a few.  
 
According to Steyn (2000:52), corporate strategy is the framework for a strategic 
communication plan and the operation communication plans or programmes.  On the other 
hand, the same author describes corporate culture as the shared values, beliefs and 
assumptions that the organisational members have in common as they relate to each other, 
their jobs and the organisation.  
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2.8 Corporate culture 
As part of the corporate brand, the concept of corporate culture, as described by Rothacher 
(2004), is the general atmosphere at work. It reflects the pattern of shared values and beliefs 
that are created overtime through the socialization process, the action of top management and 
the selection process. 
 
The author continues to explain that culture sets norms and acceptable behaviour in the 
organisation, change and conservatism, creativity and conformity, group orientation and 
individual, customer service and in-house orientation (Rothacher, 2004:3). 
 
On the other hand, culture is also thought of as general shared social understanding resulting 
in commonly held assumptions and views of the world among organisational members 
(Waber & Camerer 2003:401, cited from Ouchi, 1983, Schall 1983 and Rousseau 1990). An 
important element in this description, they elaborate is a “shared understanding” among 
organisation stakeholders that usually comes about through a shared experience or a process 
of socialization.  
 
Culture affects how the everyday business of the institution gets done. Whether there is 
shared understanding during meetings and in promotional policy, how priorities are set and 
whether they are recognized, whether promises that get made are carried out, whether the 
merger partners agree on how time should be spent (Waber & Camerer 2003:401).   
 
In the contemporary world, brand identities are put at risk by mergers and takeovers. One of 
the good examples is the largest takeover of the 1990s, where BMW acquired Rover. The two 
companies entered into an unhappy marriage of inconvenience. On paper the merger looked 
promising. However, cultural management and brand incompatibilities were amongst the 
reasons that led the deal to go sour, and eventually they split (Rothacher, 2004:11). 
 
The author highlighted that (among other factors) the intercultural differences between the 
two merged companies (BMW and Rover) could not be removed by socialization sessions 
organised by intercultural communicators. 
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Moreover, in a merged environment, stakeholders (especially internal stakeholders) might 
feel insecure and individualism might be the only rational strategy for survival. In this 
circumstance corporate loyalty is the first casualty. Therefore, there should be an intrinsic 
need for consistency between the corporate culture and their brand images (Rothacher, 
2004:242). 
 
The merger between Daimler-Benz and Chrysler is another classic example that exemplified 
cultural conflict between the two mega companies. Differences in culture between these two 
car makers were largely responsible for the failure of the merger. One of the reasons is that 
operations and management were not successfully integrated as equals. The Daimler-Benz’s 
culture stressed a more formal and structural management style. On the other hand, Chrysler 
favoured a more relaxed freewheeling style (Waber & Camerer, 2003:242, cited from Vlasic 
& Stertz, 2000). 
 
These authors highlighted the fact that the two companies traditionally held entirely different 
views on important issues like pay scales and travel expenses.  The stakeholders expected 
that the merger would allow each company to benefit from one another’s strengths and 
capabilities. However, Chrysler employees complained that Daimler-Benz was attempting to 
take over the entire organisation and impose their culture on the whole organization (Waber 
& Camerer, 2003:243).       
 
 
2.9 Research at Nelson Mandela Metropolitan University 
Since NMMU merged (in 2005), different projects have been conducted in the field of 
communication and marketing. In 2007, Dr. Annemarie Barnard conducted a Student 
Experience Survey that was reviewed by Professor Heather Nel. According to the report, the 
aim of this survey was to assess the experiences of NMMU students on the support services 
and facilities available on the various NMMU campuses. 
 
In 2005, another study was done by NMMU student, Wei Huang. His study concentrated on 
understanding and identifying the role of brand awareness in the purchase process. 
Furthermore, in 2006, Ying Han did research on the role of brand identity in shaping brand 
image. His study was limited to the students in Business Administration and NMMU alumni. 
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He recommended that a similar study should be done on other NMMU faculties. In addition, 
due to the nature of his research, this researcher used the quantitative research paradigm only. 
 
Both these studies are significant when it comes to brand identity and students’ experiences 
on support services and facilities at the NMMU. However, the focus of this research is 
twofold. Firstly, it is to explore and describe if students identify themselves with the new 
NMMU brand. And secondly, it is to explore and describe the corporate identity (NMMU) 
awareness level of the students. 
 
To achieve this, the researcher used both quantitative and qualitative research paradigms 
because they complement each other.   
 
 
2.10 Other studies 
Different academics in the management, marketing and communication disciplines did 
research regarding corporate identity.  Melewar, T.C. and Akel, S. (from the Warwick 
Business School) researched the Role of corporate identity in the higher education sector.  
The main aim of their study was to analyse the strategic intent behind the University of 
Warwick’s new corporate identity. They did this by using the four components of the 
corporate identity model developed by Melewer and Jenkins. 
 
The researchers explained that the main reason that necessitated the change of Warwick’s 
corporate identity was the mismatch between its then identity and reputation. On 1 October 
2002, the University of Warwick introduced the new corporate identity. The researchers 
explained that corporate identity changes were attempts to bridge the gap between appearance 
and (perceived) reality. 
 
The writers discovered that the new Warwick corporate identity is one-dimensional. It 
focuses mainly on visual aspects of the corporate identity mix. They argued that corporate 
identity is the combination of several elements. It would be a complete failure for the 
management to assume one single element as being more important than another.    
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However, the researchers did not highlight the challenge(s) of communicating the new 
corporate identity to their (either external or internal) stakeholders. The old corporate identity 
existed for more than 35 years. For this reason, the new corporate identity might meet 
possible resistance from various academics, non-academic staff and students. 
 
On the other hand, Palacio, A.B. et al. (2002) did the study on The configuration of the 
university image and its relationship with the satisfaction of students.  The writers mentioned 
that their work aimed at explaining the process of image-forming by means of different 
components, both in its cognitive and affective dimensions and analysing its relationship with 
the students’ satisfaction with the university.   
 
Visual identity: trappings or substance? is another study done by Barker, and Balmer (1997), 
The main objective of their study was to describe the development of a corporate identity 
programme at the University of Strathclyde, in particular the adoption of the new visual 
identity. Unlike some other academics, the writers explained how the visual identity is the 
most important aspect of an institution’s change of identity and why it tends to detract from 
other elements of the identity mix. 
 
The writers highlighted that weak visual identity might be the symptom of weakness in one 
of the following: corporate strategy, corporate culture and formal corporate communication 
policies. The writers continued to stipulate that institutions should be aware when responding 
to confused visual systems of identification, because the solution lies not in dealing with the 
symptoms, but with the cause (Barker, M.J., et al 1997:381).   
 
Towards a framework for managing corporate identity, is an article written by Markwick, N. 
and Fill, C (1997). Their work aimed at exploring a number of components associated with 
corporate identity (i.e. corporate image, reputation and personality), and to integrate them to 
form a corporate identity management process. The writers developed a framework called 
corporate identity management process. They explained that it seeks to articulate the means 
by which corporate communication is used to harness information generated through image 
research studies. 
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2.11 Conclusion 
This chapter has focused on two main concepts, namely: corporate identity and identification. 
The researcher realised that in the 21st century university education is seen as an important 
service that can be marketed globally. In order to accomplish this institutions have to create a 
robust corporate identity that can be positively received by the strategic internal and external 
stakeholders. 
 
Extensive research has been done, over the years, on different universities’ corporate 
identities. Some of these research projects dealt with different aspects of corporate identity. 
Others investigated why some universities had to adopt new corporate identities. All these 
studies give an insight into the importance of corporate identity, not only at the corporate 
environment level, but also in the higher education sector. 
 
Unlike most of these studies, the research investigation aimed at describing and exploring if 
the students identify themselves with the new NMMU brand. Furthermore, it is almost four 
years since NMMU underwent the transformation. Consequently, it is imperative to assess 
the level of corporate identity awareness amongst the different students.   
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Chapter Three 
 
Methodology 
3.1 Introduction  
Since the main objective of this research is to explore and describe the identification and 
awareness level of the students towards the new NMMU brand, the researcher decided to use 
both qualitative and quantitative research paradigms in data collection.  
 
Du Plooy (2007:38) acknowledged that researchers in the communication field should 
consider a more pluralistic approach. The author continued to explain that the qualitative 
approach should not be viewed as a substitute for the quantitative or positivist paradigm. 
Instead it should be used as a complementary approach. 
 
Over the last few decades, the growing number of publications has outlined ways of 
combining qualitative and quantitative research methodologies. The three principal ways of 
combining these methodologies are: facilitation, complementarity and triangulation (Jensen, 
K. B., 2003:272, cited from Hammersley, 1996:167-168). In the case of this research, the 
researcher will use triangulation.    
 
Triangulation can be described as a way of using two or more theories, types of sampling, 
investigators, sources of data, and/or data-collection methods (Du Plooy, G.M., and 2007:39). 
The author explained that in addition to the use of two or more methods and multiple sources 
of data, triangulation also applies to the collection of data using different types of sampling 
methods and by conducting observations.  
 
Triangulation is a general strategy for gaining different perspectives on the same 
phenomenon.  In attempting to verify and validate research findings, this form explains both 
aspects of reliability and validity (Jensen, K. B., 2003:272). In the case of this study 
triangulation will be performed by combining survey and observational approaches to the 
NMMU population. 
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3.2 Research design 
Research design is the plan of how the research is going to be done, indicating who or what is 
involved, and where and when the study will take place (Du Plooy, 2007:81).     
 
An exploratory-descriptive research design was used in this study.  The researcher used two 
types of data. One is secondary data and the other one is primary data. The former were 
collected by means of an extensive review of the related literature that included research 
methodologies, corporate identities, branding and literature on other related concepts.  
 
The latter were collected by means of a survey. According to Wimmer (2003), this method 
will help a researcher to easily collect a large amount of data from the target population. In 
addition, it allows a researcher to examine many variables such as the stakeholders’ attitudes 
and to use a variety of statistics to analyze the data. 
 
Survey research seeks to explore and describe students’ current attitudes, opinions and 
thoughts in regard to the NMMU brand. Rubin, R.B. et al (2005:227) acknowledged that 
survey is an efficient means of gathering data from a large number of people. In addition, the 
author explained that survey research tries to obtain the needed information systematically 
and efficiently, that is, in the shortest period of time and as inexpensively as possible. 
 
There are several ways of collecting data that are used in survey research; amongst them are: 
personal interviews, mailed questionnaires and telephone interviews. However, in this study 
the researcher decided to use self-administered questionnaire surveys. Furthermore, surveys 
can be used for descriptive purposes (Rubin, 2005). The researcher used a descriptive 
technique to identify the corporate brand awareness level of the students.   
 
 
3.2.1 Self-administered questionnaires 
A self-administered questionnaire was applied in order to measure students’ attitudes toward 
the NMMU brand.  The researcher used both close and open-ended questions in a 
questionnaire. With close-ended questions, a researcher needs a specific answer from the 
respondent. It allows the respondent only two responses: either Yes or No. These types of 
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questions are ideal when it comes to capturing attitudes and perceptions from the chosen 
population. 
 
Furthermore, the researcher also used open-ended questions. This gave the respondent 
enough time to read through the questions and elaborate on the answers in his or her own 
words.   
 
In addition, one decided to use multiple-choice questions. This gives room to the respondents 
to choose an answer from among a list that is provided. 
 
On top of that, the researcher used matrix questions. These consist of a number of closed-
ended questions with each question’s options scaled (Du Plooy, G.M., 2007:140). A 
respondent was asked to select one of the options that reflect their attitude or feelings towards 
the NMMU brand. The author explains that matrix questions enable the researcher to use 
standard measurement scales (like the Likert scale) and to combine statements that logically 
belong together.    
 
3.2.2 Collecting data by means of field observation  
Research conducted in a natural environment involves a researcher fulfilling the role of 
observer and in certain cases, as an observer and a participant simultaneously (Du Plooy, 
G.M., 2007:185). 
 
Rubin, R.B. (2005:230) highlighted five forms of observational research. These are 
ethnography, participant observation, unobtrusive network analysis, and verbal and non-
verbal coding. For this study, the researcher employed an unobtrusive observation technique. 
 
6.1.1 Unobtrusive observation 
This form of observation is used when a researcher wants to study communication in a 
natural setting, yet chooses not to participate in a group or organisation (Rubin, 2005). The 
author explains that some researchers choose this observational technique because they feel 
that their participation would taint the research setting they are studying, and as a result bias 
their objectivity.    
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6.2 Sampling 
One of the key aspects of communication research is sampling. Jensen, K.B. (2002:215) 
elaborated on the fact that it is essential that the individuals selected in a survey should be 
representative of the total population from which they are drawn, if the researcher wants to 
generalize findings to the population as a whole. 
 
Keyton (2001) mentioned that representivity is the main aim in selecting a sample from a 
population. To the extent that a sample is representative, all elements in the sample had the 
same chance of being selected as part of the sample for the study. 
    
3.3.1 Sampling unit 
The sampling unit is the group of elements subject to the selection of the sample (Jensen, 
K.B. 2002:215). For the purpose of this research, the sampling unit was limited to students 
who are studying at the Nelson Mandela Metropolitan University, Port Elizabeth campuses. 
 
3.3.2 Sample size 
The population of Nelson Mandela Metropolitan University is too large. Therefore, it would 
be expensive and time consuming to collect data from each member of such a large 
population. The sample selected was large enough (350 respondents) to make it possible to 
use statistical techniques to show the probability that the characteristics of the sample would 
also be found in the rest of the population.      
 
 
6.3 Sampling methods 
Samples can be constructed either on a probability or a non-probability basis. A probability 
sample is selected according to the mathematical guidelines whereby the chance for selection 
of each unit is known. On the other hand, non-probability sampling does not follow such 
guidelines (Jensen, K.B., 2002:215).  
 
 
For the purpose of this research, both convenience and purposive sampling methods were 
used. 
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A convenience sample was drawn from the units of analysis that were conveniently available 
(Plooy, 2007:114).    
 
In addition, purposive sampling was another method which was also employed. This is the 
method used when respondents are selected according to specific criteria (Jensen, 2003). In 
this study, students from five of the six NMMU campuses were selected on purpose. Given 
the timeframe, it was not possible to conduct research on all NMMU campuses (that includes 
the George campus, Saarsveld and the George campus at York Street). 
 
 
3.5 Measurement scale 
One of the major requirements of empirical communication research is that the data collected 
during the study should be scored accurately and consistently (Du Plooy, G.M. 2007:117). 
Over the years, several measurement scales have been developed, amongst them being the 
Likert scale and the semantic differential scale.  
 
One of the aims of this study is to measure students’ attitudes and perceptions towards the 
NMMU brand. Consequently, the researcher will use the Likert scale as the measurement 
scale. Keyton (2001) acknowledged that this type of measurement is widely used to capture 
responses about attitudes, beliefs and perceptions. A respondent was asked to rate the 
NMMU brand statements by selecting one of the responses provided (strongly disagree, 
disagree, agree and strongly agree). 
 
The Likert scale helped the researcher in assessing the degree to which respondents agree or 
disagree with the statements on the NMMU brand. 
 
 
3.6 Validity and Reliability 
The main aim of social scientific research, particularly within the positivist tradition, is the 
establishment and demonstration of the reliability and validity of research findings (Jensen, 
K.B., 2003:212). Data obtained through measurements that are not valid are worthless data. 
Measurement has validity to the extent that it measures what the researcher wants it to 
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measure and not something else. On the other hand, reliability speaks to the consistency or 
stability of the measurements (Keyton, J., 2001:110).  
 
 According to the author, there are several types of validity, namely: face validity, content 
validity, criterion-related validity, concurrent validity, predicative and construct validity. In 
connection with this research, the researcher used content validity. This is the degree to 
which the items in the measuring device represent the full range of characteristics or attitudes 
associated with the construct of interest (Keyton, J., 2001).  
 
Section B of the self-constructed questionnaire represents a range of the NMMU brand 
statements (33 statements). These statements represent what the university stands for, what 
sets it apart and what it aims to achieve.  
 
On the other hand, Rubin (2005) and Jensen (2003) explained that reliability refers to how 
dependable, consistent and repeatable measures are in a study and across several studies. 
There are several types of reliability; test-retest reliability, split-half reliability and internal 
reliability. In this research, internal reliability was measured.  If all the items in the 
measurement seem to measure the same thing, one can say that the measure has internal 
reliability. 
 
Each statement in the questionnaire was constructed to measure one aspect of the NMMU 
brand. The degree to which all the statements evoke the same response from the respondent is 
its degree of internal validity (Keyton, J., 2001).     
 
  
 
3.7 Pre-testing the research instrument 
Pre-testing, according to Keyton, J. (2001) happens before data collection actually begins. At 
this stage, the researcher tries to administer the questionnaire to a small group of respondents 
who are similar to those individuals that form the rest of the population. The author 
highlighted four approaches to pre-testing a survey: cognitive, conventional, behaviour 
coding and expert panel (Keyton, J., 2001:182).  
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In regard to this study inquiry, the researcher used two approaches: the cognitive approach 
and an expert panel. The main aim of cognitive approach to pre-testing is to help identify 
questions that stimulate multiple interpretations. This approach allows the researcher to test 
for semantics or problems affecting how easily the question can be understood (Keyton, J., 
2001:182). 
 
Additionally, the expert panel approach to pre-testing was used. The researcher used experts 
in brand communication and research methodologies to assist in improving the questionnaire. 
The questionnaire was read through and potential problems discussed. Keyton, J. (2001) 
acknowledged that because they are experts, this approach to pre-testing can pinpoint 
semantic problems on how questions are worded, as well as potential problems encountered 
with analysing the data after the survey is complete.  
  
 
3.8 Data analysis 
The purpose of data analysis is to interpret and draw conclusions from the data collected. 
Data were analysed in terms of the aims of the study. The researcher used quantitative and 
qualitative approaches in analysing the data collected that would be statistically interpreted 
and analysed (Leedy, 2005). 
 
The researcher used frequency counts and percentages in data analysis.  Frequency is the 
number of times a particular value of a variable occurs (Du Plooy, 2007 and Keyton, J., 
2001). In addition, the data collected were presented visually in the form of tables and graphs. 
 
 
 
3.9 Time span 
The survey can be divided into two studies: cross sectional and longitudinal studies (Jensen, 
K.B., 2002). Collecting data in cross-sectional designs means that the research is conducted 
in a short period of time. While longitudinal design is used when one wants to collect 
information at different points over a long period of time (Du Plooy, 2007:85). Due to the 
nature of this study and time limitation, the researcher opted to use the former design. 
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3.10 Conclusion  
Chapter Three has dealt with the research design and the methodologies that were adopted in 
the research inquiry. Furthermore, the researcher explained and motivated why given 
methods and methodologies were chosen.  
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Chapter Four 
 
Findings 
This part of the study starts with the report on the biographical details (that formed section A 
of the questionnaire).  Then the brand awareness level of the respondents (that formed section 
B of the questionnaire) will be discussed.  
 
 
4.1 Biographical details 
A total of 420 questionnaires were distributed among the NMMU students studying at Port 
Elizabeth campuses. Of these, 350 questionnaires where filled in and returned for analysis. 
Table 4.1 shows the total number of questionnaires returned per campus. 
 
Table 4.1 
Campus The number of questionnaires 
North 74 
South 78 
Second Avenue 65 
Bird Street 64 
Missionvale 69 
Total 350 
 
 The response rate (the number of respondents who filled in the questionnaire) is as follows:        
The total number of respondents who filled in and returned the questionnaire = 350 
The total number of questionnaires distributed = 420  
 
350/420 x 100 = 83.33% 
 
Therefore the response rate was 83.33% 
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The demographic information collected from the respondents dealt with gender, nationality 
(International or South African), where they study, faculty and their current level of study. 
 
 
Table 4. 2. Proportion of respondents by gender – South and North campus 
 
 
South campus 
 Frequency Percentage 
Female 33 42 
Male 45 58 
Total 78 100 
 
 
North campus 
Female 39 53 
Male 35 47 
Total 74 100 
 
 
Table 4.2 shows the number of respondents from the two campuses (North and South). In 
South campus the number of male respondents was a little higher than that of male 
respondents from the North campus. The number of female respondents from North campus 
accounted for 53%, which is higher than the number of female respondents from South 
campus 42%.   
 
 
Table 4.3 Proportion of respondents by gender – Second Avenue and Missionvale 
campuses 
 
 
Second Avenue 
campus 
 Frequency Percentage 
Female 31 48 
Male 34 52 
Total 65 100 
 
 Female 37 54 
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Missionvale campus Male 32 46 
Total 69 100 
 
As can been seen in Table 4.3, the total number of respondents from Second Avenue campus 
was 65. Out of that number 48% were female students, while 52% were male students. From 
Missionvale campus the total number of respondents was slightly higher than that of Second 
Avenue campus. In general, the male respondents accounted for 46%, while the number of 
female respondents accounted for was 54%. 
 
 
 
Table.4.4 The proportion of respondents by gender – Bird Street campus 
 
Bird Street campus 
 Frequency Percentage 
Female 38 59 
Male 26 41 
Total 64 100 
 
 
Table 4.4, shows the number of respondents from Bird Street campus. A total of 64 students 
filled in and returned the questionnaire. Of these, 38 were female students while 26 were 
males.  
 
 
Table 4.5 The total number of respondents by gender 
 Frequency Percentage 
Female 178 51 
Male 172 49 
Total 350 100 
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Figure 4.1 
Male
49%
Female
51%
proportion of total number of 
respondents per gender
 
 
Table 4.5 and Figure 4.1 show the proportion and total number of respondents by gender. Out 
of 350 who filled in and returned the questionnaires, 178 respondents were females and 172 
respondents were males. (i.e. 51% and 49% respectively).  
 
 
 
 
Table 4.6 The proportion of respondents by nationality 
 Frequency Percentage 
International  117 46% 
South African 233 54% 
Total  350 100% 
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Figure 4.2 
 
 
 
Although there were an overwhelming number of South African respondents, it was equally 
important to have input from international students as well. Table 4.6 and Figure 4.2 show 
that a total number of 233 respondents were South Africans, while 117 were international 
students. 
 
Table 4.7 The proportion of respondents by faculty 
Faculty Frequency Percentage 
Arts 97 28 
Business & Economic 
Science 
65 19 
Education 33 9 
Engineering, the Built 
Environment & Information 
Technology   
40 11 
Health science  35 10 
Law 59 17 
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Science 21 6 
Total  350 100 
 
 
As can be seen from Table 4.7 (above) and Table 4.8 (below), the sample size per faculty 
includes respondents from different levels of study. First and second years produced the 
highest number of respondents (93 and 115 respectively).  Most of the respondents were from 
the faculty of Arts and the faculty of Business and Economic Science.  
 
 
Table 4.8 The proportion of respondents by the level of study 
Level Frequency Percentage 
First year 93 27 
Second year 115 33 
Third year 75 21 
Forth year 32 9 
Honours 15 4 
Masters 17 5 
PhD 3 1 
Total 350 100 
 
 
Table 4.8 shows the number of respondents by the level of study. Of these, 33% of the total 
number of respondents was second year students from different departments, followed by 
first year students (27%) and third year students (21%).  Conversely, the same table shows 
the smallest number of respondents was from doctoral students (1%), followed by Honours 
students (4%) and Master’s students (5%).  
 
One can conclude that the sample was representative in terms of stratified random sampling. 
This is because the target population was divided according to the subgroups of interest. 
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Table 4.9 Where do you see yourself as studying? 
 
 
 
 
 
Where do you see 
yourself as 
studying?  
 Frequency  Percentage  
Technikon 27 36 
Or   
North campus 47 64 
Total 74 100 
 
U.P.E 36 46 
Or   
South campus 42 54 
Total  78 100 
 
This question was intended to see whether the students identified themselves with the current 
corporate identity. However, it should be noted that this question was intended for the 
students studying at South, North, Second Avenue, and Missionvale campuses. This is due to 
the fact that these campuses changed their names. In general, when an institution merges, the 
issues of identity and identification can become a major problem. 
 
Tables 4.9 and 4.10 show how respondents responded to this question. 
 
As seen in Table 4.9, the majority of respondents (64%) saw themselves as studying at the 
North campus compared to 34% of respondents who identified themselves with the old 
institution (Technikon).  
 
The difference between the South campus compared to the North campus was not 
significantly larger. Of the total, 46% of the respondents saw themselves as studying at U.P.E 
(University of Port Elizabeth), while 54% of the respondents saw themselves as studying at 
South campus.   
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Though it has been three years since the merger took place, the results show that the students 
from both campuses might with time adopt their new identities.  
 
 
Table 4.10 
 
 
 
 
 
Where do you see 
yourself as 
studying?  
 Frequency Percentage 
College 23 35 
Or   
Second Avenue 
campus 
42 65 
Total 65 100 
 
Vista 28 41 
Or   
Missionvale campus 41 59 
Total 69 100 
 
 
Like the prior table, Table 4.10 indicates that 23 (i.e. 35%) out of 65 respondents (from 
Second Avenue campus) saw themselves as studying at College campus, while the remaining 
42 (i.e. 65%) indicated that they were studying at Second Avenue campus. 
 
The same table shows that 28 (i.e. 41%) of the 69 respondents saw themselves as studying at 
Vista. This number is slightly low compared to the number of respondents (41) who saw 
themselves as studying at Missionvale campus. 
 
Unlike the three campuses (North, South and Second Avenue) that adopted new names 
immediately after the merger, Missionvale campus only acquired its current name almost 
three years later. Consequently, it might take time for the students to buy into their new 
identity and start to see themselves as part of the new whole.  
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Table 4.11 
Identification with Frequency Percentage 
New institution 172 60 
Old institutions 114 40 
Total 286 100 
 
 
 
Figure: 4.3 
 
 
 
 
In a nutshell, as seen in Table 4.11 and Figure 4.3, a total number of 172 (which is 60% of the 
total number of respondents who responded to the question) identified themselves as studying 
at the new institution. More importantly, 114 (i.e. 40%) of the respondents saw themselves as 
studying at the old institutions.   
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4.2 Results regarding students’ perceptions and awareness level of the 
NMMU corporate identity 
 
This section reports on the results relating to the respondents’ awareness levels and 
perceptions of the NMMU corporate identity. Section B of the questionnaire (the NMMU 
brand statements 1-33) made use of (instead of seven or five points) a four-points Likert scale 
to obtain ratings ranging from strongly disagree to strongly agree.  
  
The reasons why the researcher did not use the “neutral response” are as follows: Firstly, this 
kind of response might not have provided adequate information. Secondly, respondents might 
have used the “neutral response” as an excuse for not answering the questions. Measurement 
procedures should adhere to the reality isomorphism principle which means that the 
measurement scale(s) must be structured according to what the researcher wants to 
investigate (Du Plooy, 2002: 118).  
 
In the analysis of individual brand statements, weighted averages were interpreted as follows: 
 
• A score of between 1.0 and 1.49 indicated an exceptional level of disagreement 
• A score of between 1.50 and 1.99 indicated a high level of disagreement 
• A score of between 2.0 and 2.49 indicated disagreement 
• A score of between 2.50 and 2.99 indicated mere acceptance 
• A score of between 3.0 and 3.49 indicated a moderate level of agreement  
• A score of between 3.5 and 3.99 indicated a high level of agreement 
• A score of 4.0 indicated an exceptional level of agreement    
 
 
The number of students who responded to each brand statement is represented on the tables 
as well as by the weighted averages. The results were presented according to the campus. In 
the discussion section the overall results will be discussed.  
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Table 4.12 Findings – South Campus 
The number of respondents = 78 
  
The NMMU brand statements 
Score 
for 1 
Score 
for 2 
Score 
for 3 
Score 
for 4 
Weighted 
average 
1.  The NMMU mission reflects 
leaders of tomorrow 
12 23 29 14 2.58 
2.  NMMU is a people-centred 
university  
2 3 68 5 2.97 
3.  The NMMU logo reflects a truly  
African University 
3 6 57 12 3 
4.  NMMU does not foster creativity 19 31 19 9 2.23 
5.  NMMU does not nurture 
innovation 
50 10 13 5 1.65 
6.  The NMMU vision of the 
“future” unites all the campuses  
57 13 8 0 1.37 
7.  The NMMU brand communicates   
values one can associate with  
1 1 72 4 3.01 
8.  The NMMU brand does not 
reflect any cultural diversity 
32 41 3 2 1.68 
9.  The NMMU brand reflects 
respect  
8 13 57 0 2.63 
10.  NMMU provides empowerment  
through education 
0 1 33 44 3.55 
11.  The NMMU brand does not 
reflect high academic standards 
15 51 10 2 1.99 
12.  NMMU does not produce high  
quality graduates 
42 27 9 0 1.58 
13.  I am proud to be part of the 
NMMU 
0 2 71 5 3.04 
14.  NMMU serves the needs of the 
community 
0 3 66 9 3.08 
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15.  The NMMU brand does not 
reflect the needs of the industries  
65 10 3 0 1.21 
16.  The NMMU brand is credible 7 29 39 3 2.49 
17.  The NMMU programmes prepare 
students to be the leaders of 
tomorrow 
3 7 40 28 3.19 
18.  The NMMU brand  identity is not 
promoted to students 
0 5 15 58 3.68 
19.  The NMMU brand does not 
reflect the leadership quality of 
Nelson Mandela 
9 61 7 1 2 
20.  NMMU helps students to realise 
their dreams 
0 0 73 5 3.06 
21.  NMMU is an internationally 
recognized brand 
0 7 59 12 3.06 
22.  The NMMU brand is not trendy 7 11 37 23 2.97 
23.  The Nelson Mandela name is 
good to be associated with 
0 0 23 55 3.71 
24.  The NMMU brand colours 
represent all races within the 
institution  
5 11 55 7 2.82 
25.  NMMU provides career-oriented 
programmes  
0 0 75 3 3.04 
26.  NMMU is the university of the 
new South Africa  
0 3 63 12 3.12 
27.  NMMU embraces technology  5 13 60 0 2.71 
28.  The NMMU brand is well 
recognized nationally  
2 7 23 46 3.45 
29.  NMMU develops people to meet 
the challenges of tomorrow  
0 17 60 1 2.79 
30.  NMMU provides professionally 
oriented programmes  
0 0 53 25 3.32 
31.  The NMMU brand does not 9 27 33 9 2.54 
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reflect hospitality  
32.  The NMMU brand message is not 
clearly communicated to its 
stakeholders  
0 6 41 31 3.32 
33.  The NMMU brand reflects the 
integration of the campuses  
15 47 13 3 2.05 
 
 
The respondents from South campus responded differently to the negative and positive brand 
statements provided as options.  Overall, the positive brand statements that had a high 
weighted average of between 3 and 3.5 amounted 13. The highest amounted to 3.71, and 
these were students who rated that the Nelson Mandela name is good to be associated with.  
 
Moreover, the majority of the respondents strongly agreed that the university provides 
empowerment through education. This item had a weighted average of 3.55. 
 
Apparently, the South campus students have yet to buy into the idea of the new NMMU 
vision of the future that unites both campuses. In is interesting to note that a total number of 
70 students (57 who strongly disagreed plus 13 who merely disagree) disagree with the 
statement that the NMMU vision of the future unites all the campuses.  
 
Only 29 out of the 70 students who disagreed with the statement saw themselves as studying 
at the U.P.E (University of Port Elizabeth). In addition, 41 students who disagreed with the 
statement saw themselves as studying at the South Campus. This shows that their perception 
is not necessarily based on their identity.     
 
When analysed further, the researcher noted that 37 students out of the 70 respondents who 
disagreed with the statement (NMMU vision of the future unites both campuses) were junior 
students (i.e. first and second years). As many as 33 students out of the 70 who disagreed 
with the statement were senior students (i.e. third year, fourth year and postgraduate 
students). 
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On the other hand, there were a good number of students who disagreed with the statement 
that NMMU does not foster creativity. This item had a weighted average of 2.23. Although 
one might argue that first years should not be expected to be too creative, out of 50 
respondents who disagreed with the statement, 17 were first year students. In addition, a total 
number of 25 respondents were from the second and third years. The remaining eight out of 
50 respondents were postgraduate students.     
 
Table 4.12 shows that the majority of the respondents from South campus disagreed with the 
statement that the NMMU brand do not reflect cultural diversity. This statement had a 
weighted average of 1.68. It is interesting to note that 73 out of 78 respondents did not agree 
with the statement. Of these, 47 respondents were South African students while 26 
respondents were international students. 
 
 The NMMU brand does not reflect high academic standards is another statement that most 
of the respondents strongly disagreed with. It had a weighted average of 1.99. As shown in 
Tables 4.13, 4.14, 4.15 and 4.16, this result correlates with other results (the same statement) 
from all four Port Elizabeth campuses. This means that the majority of the students agreed 
that the NMMU corporate identity reflects high academic standards. Out of 66 who disagreed 
with the statement 37 were international students, while 29 were South African students.  
 
In addition, out of 66 who disagreed with the statement, The NMMU brand does not reflect 
high academic standards, 23 were junior students (first and second years) while 43 were 
senior students (third and fourth years plus postgraduate students). 
 
Although NMMU has not yet produced many graduates, the majority of the students from 
South campus strongly disagreed with the statement: NMMU does not produce high quality 
graduates. This statement had a weighted average of 1.58. This result might be interpreted as 
historical due to the fact that the old university (U.P.E) did produce some high quality 
graduates. Out of 69 respondents who disagreed with the statement, 31 were junior students, 
while 38 respondents were senior students. 
 
Moreover, most of the students disagreed with the statement that the NMMU brand does not 
reflect the needs of the industries. This statement had a weighted average of 1.21. This result 
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correlates with those of the other campuses; however, their weighted averages are between 
1.0 and 2.49.   
 
Furthermore, some students from South campus did not feel that the NMMU brand is 
credible. This statement had a weighted average of 2.49. However, this statement contradicts 
statement 13, I am proud to be part of the NMMU and statement 14, NMMU serves the needs 
of the community (which are both positive statements). Statement 12, NMMU does not 
produce high quality graduates and statement 15, The NMMU brand does not reflect the 
needs of the industries are both negative statements. Most of the respondents who disagreed 
were junior students (27), while the majority who agreed with the statement were senior 
students (36). The results were in contradiction of statements 12, 13, 14 and 15. 
 
 It was interesting to find out that most respondents felt that the NMMU brand message is not 
clearly communicated to students. Furthermore, others agreed that the NMMU brand is not 
being promoted to students. These items had weighted averages of 3.32 and 3.68 
respectively. 
 
 
 
 
Table 4.13 Findings – North Campus 
Number of respondents = 74  
  
The NMMU brand Statements 
Score 
for 1 
Score 
for 2 
Score 
for 3 
Score 
for 4 
Weighted 
average 
1.  The NMMU mission reflects the 
leaders of tomorrow 
11 12 31 20 2.81 
2.  NMMU is a people-centred 
university  
8 8 38 20 2.95 
3.  The NMMU logo reflects a truly  
African University 
1 0 70 3 3.01 
4.  NMMU does not foster creativity 17 37 12 8 2.15 
5.  NMMU does not nurture 13 51 9 1 1.97 
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innovation 
6.  The NMMU vision of the 
“future” unites all the campuses  
23 41 7 3 1.86 
7.  The NMMU brand communicates   
values with which one can 
associate  
0 25 41 8 2.77 
8.  The NMMU brand does not 
reflect any cultural diversity 
33 36 3 2 1.65 
9.  The NMMU brand reflects 
respect  
0 5 64 5 3 
10.  NMMU provides empowerment  
through education 
0 0 61 13 3.18 
11.  The NMMU brand does not 
reflect high academic standards 
58 13 3 0 1.26 
12.  NMMU does not produce high  
quality graduates 
55 17 2 0 1.28 
13.  I am proud to be part of the 
NMMU 
3 17 51 3 2.73 
14.  NMMU serves the needs of the 
community 
21 17 30 6 2.28 
15.  The NMMU brand does not 
reflect the needs of the industries  
27 44 3 0 1.68 
16.  The NMMU brand is credible 0 37 30 7 2.59 
17.  The NMMU programmes prepare 
students to be leaders of 
tomorrow 
0 15 30 29 3.19 
18.  The NMMU brand  identity is not 
promoted to students 
2 7 43 22 3.15 
19.  The NMMU brand does not 
reflect the leadership quality of 
Nelson Mandela 
31 21 20 2 1.91 
20.  NMMU helps students to realise 
their dreams 
0 3 65 6 3.04 
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21.  NMMU is an internationally 
recognized brand 
1 0 70 3 3.01 
22.  The NMMU brand is not trendy 21 9 27 17 2.54 
23.  The Nelson Mandela name is 
good to be associated with 
0 1 65 8 3.09 
24.  The NMMU brand colours 
represent all races within the 
institution  
0 22 50 2 2.73 
25.  NMMU provides career oriented 
programmes  
3 4 49 18 3.11 
26.  NMMU is the university of the 
new South Africa  
0 0 49 25 3.34 
27.  NMMU embraces technology  3 17 30 24 3.01 
28.  The NMMU brand is well 
recognized internationally  
0 0 53 21 3.28 
29.  NMMU develops people to meet 
the challenges of tomorrow  
5 21 30 18 2.82 
30.  NMMU provides professionally 
oriented programmes  
0 0 32 42 3.57 
31.  The NMMU brand does not 
reflect hospitality  
11 27 31 5 2.41 
32.  The NMMU brand message is not 
clearly communicated to its 
stakeholders  
2 5 39 28 3.26 
33.  The NMMU brand reflects the 
integration of all the campuses  
9 21 36 8 2.58 
 
 
 
Table 4.13 shows how respondents from North campus felt about the NMMU corporate 
identity. They strongly disagreed with some brand statements. Seven brand statements scored 
the high level of disagreement, between 1.0 and 1.99.   
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The outstanding level scored was 1.28, showing that the respondents disagreed with the 
statement that stated NMMU does not produce high quality graduates. People might argue 
that it is too soon to judge whether the university produced high quality graduates or not. 
However, out of 72 respondents who felt that NMMU produced high quality graduates, 38 
were senior students and 34 were junior students.  
 
Some statements produced even scores. One of them being I am proud to be part of the 
NMMU. This statement had a weighted average of 2.73. This has been interpreted as being 
neutral because this score is more than two (that is disagreement) and less that three (which is 
agreement). When further analysed, the researcher found that more junior students felt 
strongly about being part of the NMMU compared with the opinions of the senior students.   
 
Out of 74 respondents, 41 were junior students (first and second years) while 33 were senior 
students (third and fourth year students plus postgraduate students). 
 
In addition, some respondents showed high levels of agreement with some of the statements.  
Some brand statements had a weighted average of between 3.0 and 3.99.  The highest score 
was 3.57 (NMMU provides professionally oriented programmes). 
 
As with the respondents from South campus, North campus students showed their 
disagreement when responding to the statement NMMU does not foster creativity. The 
number of international students (who disagreed) was slightly lower as compared with the 
numbers of South African students (22 and 32 respectively). 
 
Out of 54 respondents who disagreed with the statement (NMMU does not foster creativity), 
29 were female students while 25 were male students. This shows that the numbers of female 
and male students were almost the same. 
 
However, the majority of the respondents who disagreed were senior students (30). But, there 
were a good number of junior students (26) who felt the same. 
 
Moreover, most students felt that the NMMU vision of the “future” does not unite all the 
campuses. This results correlate with those of the South campus. This statement has a 
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weighted average of 1.86.  Out of 64 respondents who did not agree with the statement, 33 
were senior students, while 31 were junior students. 
 
Furthermore, respondents from North campus showed their outstanding level of disagreement 
when responding to the statement the NMMU brand does not reflect high academic 
standards. The statement had a weighted average of 1.26. It is interesting to note that out of 
71 students who disagreed with the statement, 40 were junior students while 31 were senior 
students.  
 
Additionally, students from South and North campuses alike felt that the NMMU 
programmes prepare students to be leaders of tomorrow. This statement scored a weighted 
average of 3.19 on both campuses. At North campus, out of 59 students who agreed with the 
statement, 34 were South African students while 25 were international students. 
 
Though there was an overwhelming number of students who felt that the NMMU brand 
reflects the leadership quality of Nelson Mandela, there were other students who felt 
differently.  Out of 74 students who responded positively to the statement, 22 of them did not 
agree. Of these, 7 respondents were first years while 10 and 5 respondents were from the 
second and third years respectively. All the postgraduate students who responded agreed with 
the statement.   
 
As mentioned earlier, after 1994, the South African higher learning institutions had to 
undergo different changes. The researcher wanted to know whether the students felt that 
NMMU was the University of the New South Africa. All 74 respondents from North campus 
agreed with the statement that says that NMMU is the University of the New South Africa. 
The statement had a weighted average of 3.34. The reason might be that this campus adapted   
more quickly to the change. 
 
In contrast, there were some students who felt that the NMMU brand does not reflect 
hospitality. This statement had the weighted average of 2.41. Out of 38 students, 10 were 
international students while 18 were South Africans.  
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Table 4.14 Findings – Second Avenue campus 
A number of respondents 65  
  
The NMMU brand statements 
Score 
for 1 
Score 
for 2 
Score 
for 3 
Score 
for 4 
Weighted 
average 
1.  The NMMU mission reflects the 
leaders of tomorrow 
16 12 13 24 2.69 
2.  NMMU is a people-centred 
university  
9 13 28 15 2.75 
3.  The NMMU logo reflects a truly  
African University 
0 11 50 4 2.89 
4.  NMMU does not foster creativity 33 27 5 0 1.57 
5.  NMMU does not nurture 
innovation 
21 35 4 5 1.89 
6.  The NMMU vision of the 
“future” unites all the campuses  
17 31 11 6 2.09 
7.  The NMMU brand communicates   
values you can associate with  
23 11 23 8 2.25 
8.  The NMMU brand does not 
reflect cultural diversity 
50 7 5 3 1.4 
9.  The NMMU brand reflects 
respect  
2 16 7 40 3.31 
10.  NMMU provides empowerment  
through education 
0 0 17 48 3.74 
11.  The NMMU brand does not 
reflect high academic standards 
19 39 7 0 1.82 
12.  NMMU does not produce high  
quality graduates 
27 33 5 0 1.66 
13.  I am proud to be part of the 
NMMU 
9 17 35 4 2.52 
14.  NMMU serves the needs of the 
community 
3 7 50 5 2.88 
15.  The NMMU brand does not 
reflect the needs of the industries  
11 39 10 5 2.14 
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16.  The NMMU brand is credible 13 15 31 6 2.46 
17.  The NMMU programmes prepare 
students to be the leaders of 
tomorrow 
0 0 39 26 3.4 
18.  The NMMU brand  identity is not 
passed on to the students 
0 5 33 27 3.34 
19.  The NMMU brand does not 
reflect the leadership qualities of 
Nelson Mandela 
11 24 23 7 2.4 
20.  NMMU helps students to realise 
their dreams 
3 14 7 41 3.32 
21.  NMMU is an internationally 
recognized brand 
5 17 37 6 2.68 
22.  The NMMU brand is not trendy 23 35 7 0 1.75 
23.  The Nelson Mandela name is 
good to be associated with 
0 0 14 51 3.78 
24.  The NMMU brand colours 
represent all races within the 
institution  
12 27 22 4 2.28 
25.  NMMU provides career-oriented 
programmes  
3 7 51 4 2.86 
26.  NMMU is the university of the 
new South Africa  
0 9 21 35 3.4 
27.  NMMU embraces technology  7 13 25 20 2.89 
28.  The NMMU brand is well- 
recognized internationally  
3 6 27 29 3.26 
29.  NMMU develops people to meet 
the challenges of tomorrow  
2 11 41 11 2.96 
30.  NMMU provides professionally 
oriented programmes  
0 5 51 9 3.06 
31.  The NMMU brand does not 
reflect hospitality  
0 35 21 9 2.6 
32.  The NMMU brand message is not 9 11 37 8 2.68 
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clearly communicated to its 
stakeholders  
33.  The NMMU brand reflects the 
integration of all the campuses  
21 31 4 9 2.02 
 
 
It is interesting to note that the respondents from the Second Avenue campus disagreed with 
the statement: the NMMU brand reflects integration as well as the NMMU vision of the 
“future” unites all the campuses. All weighted averages were below 2.49 on a four-points 
Likert scale. This shows that students have yet to feel that they are one under the new 
identity. 
 
However, the respondents agreed on several statements. Amongst others were, The NMMU 
brand reflects respect and NMMU provides professionally oriented programmes. The 
weighted average of these items was above 3.0 (3.31 and 3.06 respectively). 
 
In addition, some respondents from the Second Avenue campus disagreed with the statement 
that the NMMU brand communicates values you can associate with. The statement had a 
weighted average of 2.25.  The majority of the respondents who disagreed with the statement 
were senior students (25) while 9 were junior students. 
 
The NMMU brand does not reflect cultural diversity; this is another statement with which 
most of the respondents from Second Avenue campus indicated an outstanding level of 
disagreement.  NMMU is an international university. It accommodates people from different 
backgrounds and cultures. This is one of the reasons why most of the students disagreed with 
this negative statement.  
 
It is interesting to see large numbers of international students who disagreed with that 
statement (The NMMU brand does not reflect cultural diversity). Out of 57 students who 
disagreed with the statement, 30 were international students. The remaining 27 were non-
international students. 
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Moreover, the majority of the respondents showed strong levels of agreement when rating the 
statement, “NMMU provides empowerment through education”. This statement scored the 
weighted average of 3.74. This result correlates with the rest of the Port Elizabeth campuses.  
Senior and junior students alike had strong feelings about the above-mentioned statement. 
Out of 65 respondents (who agreed with the statement) from Second Avenue campus, 30 
were senior students while 35 were junior students. 
 
It is also interesting to note that there were some students who disagreed with the statement 
that the NMMU brand does not reflect the leadership qualities of Nelson Mandela.  A total 
number of 35 respondents disagreed with the statement. This number is slightly higher 
compared to the number (30) of respondents who agreed with the statement. 
 
In addition, the results show that the students felt differently when responding to the two 
statements namely, NMMU serves the needs of the community and the NMMU brand does not 
reflect the needs of the industries. The former scored the weighted average of 2.88 and the 
latter scored a weighted average of 2.14.  
 
This means that there is a division between students who strongly feel that the university 
caters for the community needs and those of industry. Out of 65 respondents, 55 agreed that 
the NMMU serves the needs of the community. Between them 26 were female students while 
29 were male students. 
 
On the other hand, out of 65 respondents, 50 disagreed with the statement: the NMMU brand 
does not reflect the needs of the industries. The number of male respondents who disagreed 
with the statement was almost even with the number of female respondents. Out of 50, 26 
were male respondents while 24 were female respondents.  
 
Furthermore, since the NMMU is the University of the New South Africa, the corporate 
identity colours aim at representing all races within the institution. However, as Table 4.14 
shows, some students from Second Avenue campus disagreed with the statement. Out of 39 
who disagreed, 17 were international students while 22 were South African students. In 
addition, the number of junior students who disagreed was 19, while the senior students were 
20. 
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In addition, the results show that Second Avenue students had mixed feelings when 
responding to the statement the NMMU brand does not reflect hospitality. This statement had 
a weighted average of 2.6, and has been interpreted as mere acceptance. Out of 35 
respondents who disagreed 20 were female students while 15 male students. In contrast, the 
number of respondents who agreed with the statement was 30. Out of the said number, 16 and 
14 were female and male students respectively.  
 
Table 4.15 Findings – Bird Street campus 
 Number of respondents = 64 
  
The NMMU brand statements 
Score 
for 1 
Score 
for 2 
Score 
for 3 
Score 
for 4 
Weighted 
average 
1.  The NMMU mission reflects the 
leaders of tomorrow 
7 19 31 7 2.59 
2.  NMMU is a people-centred 
university  
4 17 38 5 2.69 
3.  The NMMU logo reflects a truly  
African University 
5 20 30 9 2.67 
4.  NMMU does not foster creativity 5 20 28 11 2.7 
5.  NMMU does not nurture 
innovation 
4 23 27 10 2.67 
6.  The NMMU vision of the 
“future” unites all the campuses  
3 22 32 7 2.67 
7.  The NMMU brand communicates   
values you can associate with  
4 20 28 12 2.75 
8.  The NMMU brand does not 
reflect cultural diversity 
6 23 28 7 2.56 
9.  The NMMU brand reflects 
respect  
5 21 33 5 2.59 
10.  NMMU provides empowerment  
through education 
0 0 12 52 3.81 
11.  The NMMU brand does not 
reflect high academic standards 
33 20 11 0 1.66 
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12.  NMMU does not produce high  
quality graduates 
22 42 0 0 1.66 
13.  I am proud to be part of the 
NMMU 
0 7 39 11 2.73 
14.  NMMU serves the needs of the 
community 
2 12 33 17 3.02 
15.  The NMMU brand does not 
reflect the needs of the industries  
25 27 8 4 1.86 
16.  The NMMU brand is credible 0 13 44 7 2.91 
17.  The NMMU programmes prepare 
students to be the leaders of 
tomorrow 
0 2 12 50 3.75 
18.  The NMMU brand  identity is not 
promoted to students 
0 5 45 14 3.14 
19.  The NMMU brand does not 
reflect the leadership qualities of 
Nelson Mandela 
11 39 5 9 2.19 
20.  NMMU helps students to realise 
their dreams 
0 0 53 11 3.17 
21.  NMMU is an internationally 
recognized brand 
3 11 44 6 2.83 
22.  The NMMU brand is not trendy 7 36 17 4 2.28 
23.  The Nelson Mandela name is 
good to be associated with 
0 0 18 46 3.72 
24.  The NMMU brand colours 
represents all races within the 
institution  
11 29 14 10 2.36 
25.  NMMU provides career-oriented 
programmes  
0 5 25 34 3.45 
26.  NMMU is the university of the 
new South Africa  
0 0 55 9 3.14 
27.  NMMU embraces technology  0 6 53 5 2.98 
28.  The NMMU brand is well 0 12 41 11 2.98 
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recognized nationally  
29.  NMMU develops people to meet 
the challenges of tomorrow  
0 0 33 31 3.48 
30.  NMMU provides professionally 
oriented programmes  
0 0 29 35 3.55 
31.  The NMMU brand does not 
reflect hospitality  
15 38 11 0 1.94 
32.  The NMMU brand message is not 
clearly communicated to its 
stakeholders  
2 14 20 28 3.16 
33.  The NMMU brand reflects the 
integration of all the campuses  
5 29 25 5 2.47 
 
 
Table 4.15 indicated different weighted averages on how the respondents from Bird street 
campus felt about the NMMU corporate identity. All but two negative brand statements 
presented in the scale received weighted averages of between 1.0 and 2.49. Most respondents 
seemed to disagree with the negative statements about the academic standards and the quality 
of the graduates. These statements received a weighted average of 1.66. 
 
However, one thing that most of respondents seemed to agree on was that, the NMMU 
corporate identity is not being promoted to students, and the NMMU brand message is not 
clearly communicated to its stakeholders. These statements received weighted averages of 
3.14 and 3.16 respectively.   
 
Moreover, like other campuses, students from Bird Street campus showed their strong level 
of disagreement when responding to the statement the NMMU brand does not reflect high 
academic standards. This statement had a weighted average of 1.66. Most senior students 
(third year, fourth year and postgraduate students) disagreed with the statement. Out of 53 
respondents who disagreed, 31 were senior students. The rest of the respondents were junior 
students. 
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Furthermore, most of the students from Bird Street campus felt that the university catered for 
the needs of the industries at both levels, nationally and internationally. This was the reason 
why they strongly disagreed with the statement the NMMU does not reflect the needs of the 
industries. This statement had a weighted average of 1.86.  
 
On the other hand, most of the students also agreed that the university served the needs of the 
community. This statement scored a weighted average of 3.02. Conclusively, one could say 
that the students felt that the university provides education that will enable them to be 
employed or self-employed at any given level.        
 
It is also interesting to note that the statement, the NMMU brand does not reflect the 
leadership qualities of Nelson Mandela had a weighted average of 2.19. The total number of 
respondents who disagreed with the statement was 50. Out of that number, 21 were junior 
students while 29 were senior students. 
 
Furthermore, respondents from Bird Street campus showed their level of disagreement when 
responding to the statement the NMMU brand colours represent all races within the 
institution. The statement had a weighted average of 2.36. It seems that junior and senior 
students alike felt the same about the said statement. A total number of 40 respondents 
disagreed with the statement.  Amongst them, 25 were junior students while 20 were senior 
students. 
 
The NMMU brand reflects the integration of all the campuses is one of the statements that 
some of the respondents disagreed on. It seems that some students do not feel that the 
NMMU brand is a part of the whole. They still see themselves as separate entities.  However, 
the difference between students who disagreed and those who agreed was very small. A total 
number of 34 and 30 students disagreed and agreed respectively. Out of 34 who disagreed 21 
were senior students compared to 13 who were junior students. On the other hand, out of 30 
who agreed, 17 were junior students while 13 were senior students. 
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Table 4.16 Findings – Missionvale campus 
Number of respondents = 69 
  
  
The NMMU brand Statements 
Score 
for 1 
Score 
for 2 
Score 
for 3 
Score 
for 4 
Weighted 
average 
1.  The NMMU mission reflects 
leaders of tomorrow 
6 9 27 27 3.09 
2.  NMMU is a people-centred 
university  
8 12 26 23 2.93 
3.  The NMMU logo reflects a truly  
African University 
3 13 20 33 3.2 
4.  NMMU does not foster creativity 8 27 26 8 2.49 
5.  NMMU does not nurture 
innovation 
7 25 31 6 2.52 
6.  The NMMU vision of the 
“future” unites all campuses  
15 33 12 9 2.22 
7.  The NMMU brand communicates   
values you can associate with  
6 19 39 5 2.62 
8.  The NMMU brand does not 
reflect cultural diversity 
13 35 21 0 2.12 
9.  The NMMU brand reflects 
respect  
5 12 23 29 3.1 
10.  NMMU provides empowerment  
through education 
0 0 51 18 3.26 
11.  The NMMU brand does not 
reflect high academic standards 
35 21 10 3 1.72 
12.  NMMU does not produce high  
quality graduates 
41 23 3 2 1.51 
13.  I am proud to be part of the 
NMMU 
0 11 31 27 3.23 
14.  NMMU serves the needs of the 
community 
5 4 47 13 2.99 
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15.  The NMMU brand does not 
reflect the needs of the industries  
11 39 14 5 2.19 
16.  The NMMU brand is credible 0 7 57 5 2.97 
17.  The NMMU programmes prepare 
students to be the leaders of 
tomorrow 
1 9 21 38 3.39 
18.  The NMMU brand  identity is not 
promoted to students 
2 13 49 5 2.83 
19.  The NMMU brand does not 
reflect the leadership qualities of 
Nelson Mandela 
15 31 12 11 2.28 
20.  NMMU helps students to realise 
their dreams 
2 0 28 39 3.51 
21.  NMMU is an internationally 
recognized brand 
2 7 27 33 3.32 
22.  The NMMU brand is not trendy 11 35 16 7 2.28 
23.  The Nelson Mandela name is 
good to be associated with 
0 0 27 42 3.61 
24.  The NMMU brand colours 
represent all races within the 
institution  
0 17 22 30 3.19 
25.  NMMU provides career-oriented 
programmes  
0 0 41 28 3.41 
26.  NMMU is the university of the 
new South Africa  
0 0 54 15 3.22 
27.  NMMU embraces technology  7 2 51 9 2.9 
28.  The NMMU brand is well 
recognized internationally  
0 15 44 10 2.93 
29.  NMMU develops people to meet 
the challenges of tomorrow  
9 5 41 14 2.87 
30.  NMMU provides professionally 
oriented programmes  
0 0 39 30 3.43 
31.  The NMMU brand does not 11 17 37 4 2.49 
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reflect hospitality  
32.  The NMMU brand message is not 
clearly communicated to its 
stakeholders  
3 7 27 32 3.28 
33.  The NMMU brand reflects the 
integration of all the campuses  
 
25 33 11 0 1.8 
 
 
Table 4.16 shows how respondents from Missionvale campus felt about the NMMU 
corporate identity. Some respondents felt very strongly about certain elements of the 
corporate identity, while others strongly disagreed with other NMMU corporate identity 
elements. Overall, the positive brand statements that had a high weighted average of between 
3 and 3.5 amounted to 14. Most of the respondents agreed that the NMMU logo reflects a 
truly African university. This statement has a weighted average of 3.2. 
 
Another statement that had a very positive response from Missionvale students was that the 
NMMU mission reflects the leaders of tomorrow. This statement had a weighted average of 
3.09. All other Port Elizabeth campuses disagreed with the statement. Out of 69 respondents, 
54 felt strongly about the statement. Out of the mentioned number, 30 were female students 
while 24 were male students.   
 
On the other hand, many students disagreed with the statement that NMMU does not foster 
creativity. This item had a weighted average of 2.49. Eight of the total number of respondents 
strongly disagreed with the statement while 27 disagreed with it. Out of 27 who disagreed, 11 
were junior students while 16 were senior students.      
 
Furthermore, though there were some students who disagreed with the statement, NMMU 
does not nurture innovation, the majority of the respondents agreed with the statement. A 
total number of 37 students agreed with the statement. This is the most positive answer of all 
campuses. Most senior students (21) agreed with the statement, while the rest were junior 
students. 
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Moreover, as on all the other campuses, the majority of the students from Missionvale 
campus disagreed with the statement, the NMMU brand does not reflect cultural diversity. 
However, a good number of students (21) agreed with that statement. It is interesting to note 
that 13 out of 21 students who agreed with the statement were junior students (first and 
second year students). 
 
NMMU is an internationally recognized brand was among the statements that received a 
weighted average of 3.32. This is a more positive response than all the other responses from 
the Port Elizabeth campuses. Students felt that the NMMU brand was well known outside 
South African borders. Out of 69 respondents, 60 agreed with the statement. Amongst them 
25 were international students and 35 were South African students.  
 
In addition, most students at the Missionvale campus agreed with the statement that NMMU 
embraces technology. Of the total, 51 students agreed with the statement, while 9 students 
strongly agreed with the same statement.  The majority of the respondents who agreed with 
the statement were senior students (33). This result correlates with the results from the other 
Port Elizabeth campuses.  
 
The NMMU does not reflect hospitality was another statement that most of the respondents 
agreed with. As many as 41 out of 69 respondents agreed with the statement. This result was 
even more positive when one compares it with those of other NMMU campuses. It is 
interesting to see that 17 respondents were international students, while 24 were South 
African students. 
 
Lastly, another statement that most of the respondents disagreed with was, the NMMU brand 
reflects integration of all the campuses. This statement had the weighted average of 1.8 that 
indicated an unusual level of disagreement. Of these, 58 respondents disagreed with the 
statement, while 11 supported the statement. This result shows a relationship with other 
campuses. Out of 59 respondents 15 saw themselves as studying at Vista. 
 
In conclusion, one can say that it was expected of students to have different perceptions on 
the corporate identity. However, more effort should be expended to promote the corporate 
identity. By so doing, there is a chance that students might understand more about the 
identity, and might have favourable perceptions of it. 
65 
 
4.3 Results on students’ awareness level of the NMMU corporate identity 
Question 34 was designed to gauge the respondents’ brand loyalty.  The researcher wanted to 
know if the respondents had any NMMU merchandise (i.e. t-shirts, bags, tracksuits, pens and 
pencil, to name just a few). As Table 4.17 shows, out of 350 respondents, 149 indicated that 
they had NMMU merchandise.  
 
 
Table 4.17 Merchandise ownership 
 Frequency Percentage 
Yes 149 43 
No 201 57 
Total  350 100 
 
International students 87 58 
South African students 62 42 
Total 149 100 
 
 
 
 
Figure 4.4 
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In addition, it is important to note that Figure 4.4 shows that 87 out of 149 respondents who 
pointed out that they own NMMU merchandise were international students and 62 were 
South African students.  Although there is not much difference between the two groups of 
students, international students seem to be more loyal to the brand than local students. 
 
Furthermore, Questions 35 through 37 were intended to explore the NMMU brand-awareness 
level of the students.  As highlighted earlier, brand awareness includes, amongst others, brand 
recall.  Question 36 was aimed at exploring whether a respondent could recall the NMMU 
corporate brand colours. As Figure 4.5 shows different answers were given. 
 
 
 
 
Figure 4.5 The NMMU corporate brand colours 
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Figure 4.5 indicates different responses from different respondents in regard to this question. 
It is interesting to note that the majority of the respondents tend to agree on one colour (i.e. 
white). Other colours that came to mind were, yellow, green, maroon and black to name just a 
few. This clearly shows that the students are not sure of what the other corporate colour is. 
However, having observed that out of 350 respondents, 147 indicated that the corporate 
colours are blue and white.   
 
Conversely, it was observed that there were some reasons behind the different answers given. 
Most of the NMMU merchandise (T-shirts. Bags, mugs, tracksuits, to name just a few) come 
in different colours. They have one thing in common though, and that is the NMMU logo on 
them. On most of the merchandise observed the NMMU logo is white in colour. Therefore, 
one might find a green jersey, for example, with a white logo on it. Consequently when some 
respondents were asked to name the NMMU corporate colours they mentioned green and 
white or black and white.  
 
 
 
Figure 4.6 What does the NMMU logo represent? 
 
 
 
 
 
The majority of the respondents did not know what the NMMU logo represents. A total 
number of 145 respondents mentioned that they did not know what the NMMU logo 
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represents. Conversely, because this was an open-ended question, 205 gave different answers 
when responding to the question. The figure above shows some of the answers given.   
 
However, some respondents mentioned that they did not care what the NMMU logo 
represents. In addition to this, others indicated that they did not remember what the NMMU 
logo actually represented. Moreover, three of the respondents mentioned that the NMMU 
logo has a long description of what it represents. 
 
 
 
Table 4.18 When you think of NMMU brand values, what words come to 
mind? 
 
Education Vision Race Equality 
Professionalism Empowerment Diversity Perseverance 
Leadership Respect Money Trust 
Innovation Success Freedom Sustainability 
Unity Excellence Prosperity Transparency 
Wisdom Tomorrow Power Humility 
Technology Knowledge Hope Creativity 
Mandela Future Honesty Integrity 
Entrepreneurship  Transformation Development Achievement 
 
 
Question 37 was designed to measure the awareness level of the respondents when it comes 
to words associated with the NMMU brand values. This was an open-ended question where 
the respondents were free to write any words they thought were associated with the corporate 
brand values. 
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As mentioned in the literature review section, there are eight corporate brand values. Based 
on the intention of the question, three degrees of corporate brand value awareness could be 
identified.  
 
• Respondents who listed 1-2 words were seen as having a low corporate-brand value- 
awareness level. 
• Respondents who listed 3-5 words were seen as having a medium corporate brand 
value-awareness level. 
• Respondents who listed 6-8 words were seen as having high corporate brand value- 
awareness levels. 
 
From 350 respondents there was no one who correctly listed more than two words associated 
with corporate brand values.  Table 4.18 shows different words that were listed by different 
respondents. As the results show, the degree of corporate brand value-awareness levels 
among students is still low. 
  
 
4.4 Conclusion 
Having seen why the research needed to be done in Chapter One, the review of the related 
literature in Chapter Two, the need for both quantitative and qualitative research paradigms, 
the methods and techniques used in data collection in Chapter Three, this chapter (four) 
concentrated specifically on the results and analysis of the findings.  
 
Chapter Four began with a discussion on the biographical details of the respondents. Then it 
was followed by the description of the students’ perceptions on the NMMU corporate 
identity. Thereafter, the respondents’ awareness level of the corporate identity was 
established.   
 
After the analysis of the empirical findings, two strategic issues were found: 
• The issue of identity and identification 
• Low corporate identity awareness levels of the students 
These strategic issues will be discussed in detail in Chapter Five. 
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Chapter Five 
 
Discussion 
In every written research report the researcher is obliged to provide an interpretation of the 
findings.  In this section the researcher discusses the results which came up after the data had 
been analysed and their implications had been investigated.   
 
This study has provided further insight into the whole issue of the NMMU corporate identity- 
awareness level of the students, and the issues of identity and identification. As expected, the 
NMMU students feel differently when it comes to the corporate identity. However, this 
should not be seen as a negative factor, but the springboard to improving or modifying 
corporate communication within the university and reshaping the corporate identity.  
 
The multiplicity of perceptions is being viewed by some scholars as a fundamental principle 
on which the management of corporate identity is built (Markwick, N. et al., 1997, cited from 
Dowling, 1993). One could say that the perceptions of these strategic stakeholders are 
fragmented; that is why there are some students who still refer to themselves as studying at 
U.P.E, Technikon, Vista and College campuses. 
 
It is interesting to note that there were many first and second year students who identify 
themselves with the old institutions. These are the post-merger group of students, yet they see 
themselves as studying at the old institutions. One wonders whether they inherited these 
attitudes from some of the senior students, or perhaps they feel it is a matter of prestige and 
they possess a superiority complex.   
 
After analysing the data, two strategic issues were discovered: Firstly, there are the issues of 
identity and identification. And secondly, there is the unsatisfactory corporate identity- 
awareness level of NMMU students in general.   
 
In Chapter One, the theory of low involvement was explained. This is useful when it comes 
to explaining how stakeholders may actually come to recognize the corporate identity of an 
organization. Alessandri (2001), cited Krugman (1965) who developed this theory; he 
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describes how a behavioural trigger may activate awareness generated through the repetition 
of a message that might result in a change of attitude. The writer further cited Krugman 
(1965) who explained that the repetition of a message can produce two results; Firstly, 
repetition will move some information from short-term to long-term memory, and then a 
change in the perception of the brand will occur. 
 
However, if there is no proper communication strategy in place, the corporate identity 
awareness level of strategic stakeholders will continue to be low. Internal stakeholders are not 
always satisfied with the amount of brand information they receive from management, 
especially after a merger. This factor might affect their identification with the institution. 
Therefore, stakeholders will tend to identify less with the institution as a whole and more 
with their individual units. 
 
The main focus of communication strategy should be holistic. Internal and external 
communications must be organized in such a way that they create or increase the corporate 
identity awareness levels of the strategic stakeholders. To provide anything less is to 
renounce essential responsibility of the function for corporate communication.  
 
It is disconcerting, however, to see a large number of students who are not aware of some of 
the words that are associated with the NMMU brand values, neither what the NMMU logo 
represents. This is evident when one sees some of the answers, as shown in Table 4.18 and 
Figure 4.6 respectively. 
 
The brand values of any institution form a common culture.  A dominant culture of the 
university expresses the core values that are supposed to be shared by the majority of the 
strategic stakeholders. These core values give the organisation its individual personality. 
 
 A strong culture is characterized by the university core values when they are intensely held. 
This is true, especially when these core values are widely shared by its members.  It is 
important for the students to recognize these values if the institution wants to have a shared 
corporate culture. Creating a community of internal stakeholders (in this case the students) 
who share an understanding of these corporate identity values and their underlying 
philosophy, brings a sense of enthusiasm in belonging to the university. This makes it easier 
72 
 
to identify with the corporate identity, and hence increases the students’ loyalty to their 
institution. 
 
One noticeable finding is that an overwhelming number of the respondents indicated that the 
corporate identity was not being promoted to the students. This is an issue that needs to be 
looked upon by the department concerned. Since the University is still adjusting after the 
merger, it is crucial for the brand to be promoted to students in order to avoid the emergence 
of sub-identities. 
 
In addition, most respondents from both Port Elizabeth campuses agreed that the NMMU 
corporate identity is not clearly communicated to its strategic stakeholders. As the results 
show, this situation has led to a fragmentation of perceptions.  The strategic stakeholders (in 
this case, students) will preferably continue to identify themselves with their old institutions. 
Fragmentation might prevent the university from fulfilling its mission and vision. Mission 
and vision statements give the institution strategic alignment and its own reputation. 
 
Moreover, one of the items that received a low rating score from both campuses is the one 
that explains the NMMU brand reflects the integration of campuses. After the merger, the 
issue of integration is always a true challenge to any communication department. This can 
only be tackled when corporate communication specialists come together to fulfil the 
strategic objectives of the institution (Van Riel, 2007).     
 
In conclusion, one could say that corporate identity is the inside-out projection of an 
institution. The institution has the responsibility of convincing its stakeholders to have a 
favourable attitude towards the corporate identity.  For this reason, consistency, as well as 
repetition, of the corporate identity message is imperative for an institution that is trying to 
gain a favourable corporate image and ultimately a positive corporate reputation in the minds 
of the members of the general public. 
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Chapter six 
 
Recommendations and the conclusion 
 
6.4 Recommendations 
The objective of managing the NMMU corporate identity is to communicate to its strategic 
stakeholders (in this case, the students) in such away that they know and understand its values 
and what its stands for. If one analyzes the results according to the corporate image model 
provided by Thomas Gale, it is clear that there is a need for two-way reciprocal 
communication. 
 
 
Figure 6.1 
 
In addition, it is evident that there is a continuous exposure of the NMMU corporate identity 
via different forms of communication that might help the strategic stakeholders to learn more 
about their institution. 
 
If this exposure continues for a long time it will affect - negatively or positively - the public’s 
perceptions of the institution (Alessandri, 2001). However, without a proper feedback system, 
the institution will be “flying blind”. 
 
Feedback is essential in managing the NMMU corporate identity, because it gives a sense of 
direction to the university. The institution needs accurate information on stakeholders’ 
perceptions if they are to make good decisions about its corporate identity.  
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It is recommended that feedback should be continuous. It could be through annual campaigns 
aimed at enlightening students about the philosophy, culture and values of the Nelson 
Mandela Metropolitan University. Based on the feedback received, improvements might be 
made on the university’s corporate communication strategy.   
 
Moreover, like most studies, this one is also limited by its methodology. There is no 
guarantee that by the use of convenience and purposive sampling methods, the selected 
population will be representative. This might affect the generalization of the findings. 
Therefore, the use of a quota sampling method is highly recommended, because respondents 
will be chosen to match a pre-determined percentage distribution for the particular target 
population.  
 
On the other hand, this study provides a general description of the identity and the process of 
identification. Future studies should be conducted by using in-depth, one-on-one as well as 
group interviews. These methods will give a more descriptive insight of the respondents’ 
feelings on the topic concerned.  
 
In addition, a longitudinal type of survey is strongly recommended. With perceptions and 
beliefs that can change over time, this type of survey is ideal because it is much more 
informative.     
 
Furthermore, it is recommended that there should be clear bus stop signs at each of the 
campuses. Students and non-students alike tend to identify these bus stops using the old 
institutions names. This becomes a concern when it comes to the issue of identification.   
 
Moreover, since the University welcomes new students from different parts of the world 
every year, seminars should be planned during the orientation period in order to indoctrinate 
them with the NMMU corporate identity values. 
 
Finally, it is recommended that an annual corporate communication plan should be in place. 
The main objective should be to shape the strategic stakeholders’ perceptions. The 
stakeholders should be able to have favourable perceptions of the university’s corporate 
identity.        
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6.2 Conclusion 
This study has demonstrated that the issue of promoting the NMMU corporate identity 
amongst its strategic stakeholders should be elevated to the level of strategic importance. The 
reason for this is that brand communication is vital to the success of the university. In this 21st 
century, most powerful institutions have learned how crucial it is to be understood and 
appreciated by both internal and external stakeholders.    
 
Feldwick, P. (2003), in his article brand communication, explains that everything that the 
brand does has to do with communication. Brand communication can provide information 
about the brand, make a brand famous and familiar, as well as creating distinctive patterns of 
association and meaning that make the brand more attractive to the stakeholders.  
 
As one form of brand communication, public relations campaigns are an important element in 
supporting the power and values of an institution’s identity to all its stakeholders (Bowker, 
D., and 2003:143). Public relations (as a subject) is increasingly about communicating with 
strategic stakeholders who might affect the institution’s decisions. To control the values of 
the corporate identity, the institution has to recognise and communicate with all its strategic 
stakeholders.  
 
These stakeholders (especially internal stakeholders) have to know and live in accordance 
with the values of the brand and the behaviour that supports those values. Having said that, 
public relations can play a pivotal role when it comes to this issue. Bowker, D. (2003) 
highlighted the fact that public relations is not just about making statements and issuing press 
releases. 
 
Today’s best corporate communication functions recognise that accurate assessing and strategically 
shaping corporate perceptions must give an account to the influencers who drive issues, shapes 
perceptions and have an impact on media coverage, and ultimately corporate reputation (Bowker, D., 
2003:150). 
 
 
On the other hand, sometimes in an academic institution (especially one that has merged like 
the NMMU) it might be difficult to promote shared corporate values due to their complexity.  
However, a communication plan must be put in place in order to try and promote the 
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corporate identity. This will help prevent the recurrence of sub-identities among the internal 
and external stakeholders.    
 
To sum up, as noted earlier in the NMMU brand strategy plan document (2007), the 
university recognizes that the students are the leaders of tomorrow. It aims at fulfilling their 
dreams and aspiration. This ideology is at the heart of the NMMU’s corporate identity. It is 
important to make students aware of this ideology, and thereby make them easily 
acknowledge and identify with the corporate brand. 
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Dear respondent, 
 
As part of my Master’s degree in Media Studies, I am conducting a research on the 
identification and awareness level of students towards the new NMMU brand. As a 
student, you are one of the strategic stakeholders of the Nelson Mandela Metropolitan 
University. Your opinion on this topic is highly important. 
 
The NMMU brand can be described as a visual as well as verbal expression of what the 
university stands for, what sets it apart and what it aims to achieve. 
 
I will be honoured if you will take some time to fill in my questionnaire. Your willingness to 
participate in this survey might enable the researcher to identify the challenge(s) of 
communicating the NMMU brand to students. All information obtained will be highly 
confidential. Although your identity will, at all times remain confidential the results of the 
study may be presented in specialized publications. If you feel any question makes you 
uncomfortable, you may skip it. 
 
I thank you for your cooperation.  
 
Yours sincerely, 
 
Adeline Mpuya  
MA Media Studies student   
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SECTION A 
 
Place a cross next to the appropriate answer 
 
1. Are you: 
a) Male  
b) Female 
 
2. Are you a(n) 
a) International student 
b) South African student 
 
3. Where do you see yourself as studying? 
a) Technikon (       ) 
      Or 
North campus (    ) 
 
b) U.P.E (     ) 
   Or 
      South campus (    ) 
 
 
c) College  (     ) 
   Or  
Second Avenue (     ) 
 
  
d) Vista  (     ) 
     Or 
Missionvale (     ) 
 
 
4. Which faculty are you in? 
a) Arts  
b) Business & Economic Science  
c) Education  
d) Engineering, the Built Environment & information Technology 
e) Health Sciences 
f) Law 
g) Science 
 
5. What is your current level of study? 
a) First year 
b) Second year 
c) Third year  
d) Fourth year 
e) Other (please specify)…………………………………. 
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Section B: 
 
For each of the following statements (1-33), place a cross in the box that closely 
corresponds to how you feel. 
 
1 =Strongly disagree 
2    =Disagree 
3    =Agree 
4 =Strongly Agree 
 
 
1.  The NMMU mission reflects leaders of 
tomorrow 
1 2 3 4 
2.  NMMU is a people-centred university  1 2 3 4 
3.  The NMMU logo reflects a truly  African 
University 
1 2 3 4 
4.  NMMU does not foster creativity 1 2 3 4 
5.  NMMU does not nurture innovation 1 2 3 4 
6.  The NMMU vision of the “future” unites all 
campuses  
1 2 3 4 
7.  The NMMU brand communicates   values 
with which one can associate   
1 2 3 4 
8.  The NMMU brand does not reflect cultural 
diversity 
1 2 3 4 
9.  The NMMU brand reflects respect  1 2 3 4 
10.  NMMU provides empowerment  through 
education 
1 2 3 4 
11.  The NMMU brand does not reflect high 
academic standard 
1 2 3 4 
12.  NMMU does not produce high  quality 
graduates 
1 2 3 4 
13.  I am proud to be part of the NMMU 1 2 3 4 
14.  NMMU serve the needs of the community 1 2 3 4 
15.  The NMMU brand does not reflect the 
needs of the industries  
1 2 3 4 
16.  The NMMU brand is credible 1 2 3 4 
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17.  The NMMU programmes prepare students 
to be leaders of tomorrow 
1 2 3 4 
18.  The NMMU brand  identity is not promoted 
to students 
1 2 3 4 
19.  The NMMU brand does not reflect the 
leadership quality of Nelson Mandela 
1 2 3 4 
20.  NMMU helps students to realise their 
dreams 
1 2 3 4 
21.  NMMU is an internationally recognized 
brand 
1 2 3 4 
22.  The NMMU brand is not trendy 1 2 3 4 
23.  The Nelson Mandela name is good to be 
associate with 
1 2 3 4 
24.  The NMMU brand colours represent all 
races within the institution  
1 2 3 4 
25.  NMMU provides career oriented 
programmes  
1 2 3 4 
26.  NMMU is the university of the new South 
Africa  
1 2 3 4 
27.  NMMU embraces technology  1 2 3 4 
28.  The NMMU brand is well recognized 
nationally  
1 2 3 4 
29.  NMMU develops people to meet the 
challenges of tomorrow  
1 2 3 4 
30.  NMMU provides professionally oriented 
programmes  
1 2 3 4 
31.  The NMMU brand does not reflect 
hospitality  
1 2 3 4 
32.  The NMMU brand message is not clearly 
communicated to its stakeholders  
1 2 3 4 
33.  The NMMU brand reflects the integration of 
campuses  
1 2 3 4 
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34. Do you own any NMMU merchandise? 
a) Yes 
b) No 
 
 
35. What are the NMMU corporate brand colours? 
    
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
…………………… 
 
 
36. What is the NMMU logo representing? 
…………………………………………………………………………………………………
…………………………………………………………………………………………………
…………………………………………………………………………………………………
…………………………………………………………………………………………………
…………………………………………………………………………………………………
…………………………………………………………………………………………………
…………………………………………………………………………………………………
…………………………………………………………………………………………………
…………………………………………………………….. 
      
    
37. When you think of the NMMU brand values, what words come to mind?  
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………… 
 
 
38. Any additional comments regarding the NMMU brand? 
…………………………………………………………………………………………………
…………………………………………………………………………………………………
…………………………………………………………………………………………………
…………………………………………………………………………………………………
…………………………………………………………………………………………………
…………………………………………………………………………………………………
……………………………… 
 
